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"8 SINGLE UNIT CASE 
® 52% LIGHTER IN WEIGHT 
© 69% SMALLER IN SIZE 
* ECONOMICALLY PRICED 


16mm Sound Motion Picture Projector 


AGAIN Victor SuPREMACY Is ACKNOWLEDGED with the announcement of the 
amazing new “Lite-Weight". Encased in aluminum, its portability, versatility and 
economy stand unchallenged in the 16mm field. Truly the “Lite-Weight” 

marks a most momentous step in Victor’s years of progress in the development of a 
compact sound motion picture projector for the home, school, 


church and industry. Write for details today. 
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A DIVISION OF CURTISS-WRIGHT CORPORATION 
Dept. Q, Home Office and Factory: Davenport, lowa 
New York « Chicago + Distributors Throughout the World 














STORM SIGNALS ARE FLYING! 


How Quickly Can You Build 
A Top-Flight Sales Force? 








PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
Associated Merchandising Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Corporation 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 























UYERS TODAY are growing happier by the minute! 

For the time is approaching when they'll be free once 
more to PICK AND CHOOSE. By this same token, salesmen 
WITH A PATHETIC IGNORANCE OF WHAT THEY HAVE TO 
SELL AND HOW TO SELL IT will be shortly meeting the 
sales-resistance they so well deserve. 


What an opportunity for Sales Executives! For those man- 
agers—to be specific—who are quick to put into effect an 
all-out training program. BASIC TRAINING! RETRAINING! 
CONTINUOUS TRAINING! Not only for NEW salesmen, but 
for so-called EXPERIENCED salesmen. And for DEALERS 
—wholesale and retail—all up and down the line. 


Caravel has had many years’ experience in engineering 
programs of this type. It is prepared to work shoulder-to- 
shoulder with top executives (1) to conduct preliminary 
research as to what is needed, (2) to counsel in the selec- 
tion of the best TRAINING MEDIA— whether motion pic- 
tures, slidefilms, manuals, or a combination of all three 
...and (3) to produce, if desired, a FULLY INTEGRATED 
TRAINING PROGRAM. 


In the interest of constructive action, may we suggest an 
early appointment to discuss with you your training prob- 
lems. No obligation, of course—and such a meeting may 
prove very much worth while. 


CARAVEL FILMS 


INCORPORATED 


New York - 730 Fifth Awenue ° Tel. Circle 7-6111 
Detroit @ 3010 Book Tower © Tel. Cadillac 6317 












Subject: 


Mitchell 16mm Professional Camera 






CORPORATION 


666 WEST HARVARD STREET>+ DEPT. FW-8 + GLENDALE 4, CALIFORNIA + CABLE ADDRESS: ''MITCAMCO” 


EASTERN REPRESENTATIVE: THEODORE ALTMAN® 521 FIFTH AVENUE © NEW YORK CITY 17 © MURRAY HILL 2-7038 
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BELL & HOWELL FILMOSOUND 
Finest Sound . . . Finest Pictures 


Preferred by American business . . . preferred 
by schools and colleges . . . because they are 
precision-built to be dependable, trouble-free, 
long-lasting in rugged service. In conference 
rooms, in large halls, Filmosound floods the 
screen with brilliant, clear pictures. Sound is 
natural at all volume levels. 

Filmosound shows both sound and silent 
16mm movies. It protects valuable films, per- 
forms coolly and quietly. 


GET THIS FREE BOOKLET—“‘Movies Go to Work.” 
Tells you all you want to know about motion 
pictures for selling, training, employee enter- 
tainment. Write Bell & Howell Company, 7108 
McCormick Road, Chicago 45. Branches in 
New York, Hollywood, Washington, D. C., and 
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Men from Mars? 





-BLANKET SALESMEN! 


How retail salespeople were quickly taught to sell 
a new product that looked like a mysterious gadget 


Everybody talks about electronics, 
but few people can explain what it is. 
Then how do you explain an elec- 
tronic product so clearly and simply 
that every retail salesman can sell it 
with effective understanding? 


Simmons Company, manufac- 
turers of the Simmons Electronic 
Blanket, solved the problem with 
sound moving pictures . . . and with 
Filmosound, the Bell & Howell 16mm 
sound-film projector. 


A 3-part sound film presents a 
sale being developed in the store, 
use of the blanket in the home, and, 
in an animated sequence, technical 


operation of the product. “Warmth 
Electrons” and “‘Control Electrons,”’ 
as pictured above, make a complex 
story understandable to everyone. 


Filmosounds used by Simmons 
salesmen in training store personnel 


Like hundreds of other manufac- 
turers who use the fast and effective 
motion picture for sales training and 
development, Simmons Company 
chooses Bell & Howell Filmosounds 
for film projection. Simmons sales- 
men are sure of always getting the 
theater-quality sound and picture 
reproduction which are so essential 
to a successful film program. 


Bell & Howell 








ILLUSTRAVOX two-way presentation 
creates greater customer good-will 





| peige sient leaders today insist 
on Illustravox two-way training 
because they know from experience 
that a competent staff creates better 
business, bigger profits, and greater cus- 


tomer good-will. 


@@ Portable, inexpensive, Illustravox 
sound slidefilm training assures maxi- 
mum two-way effectiveness at minimum 
expense. Dramatic pictures and spoken 
words command interest, focus full 


attention On your message. 


@@@ Trainees learn as much as 55% 
fascer, and remember up to 70% longer 
than under former training methods. 
They are ready to meet your public with 


ILLUSTRAVOX 


| 


efficiency and complete knowledge of | 
your product, plant and services. 


@@@6@ Ficld-proven in peacetime and 





war, Illustravox comprises over 80% of 
all sound slidefilm equipment now in 


use. In all types of sales, service and 


industrial training, Illustravox presenta- 
tion is the one best way. The Magnavox 


Company, Illustravox Division, Dept. 
BS-9, Fort Wayne 4, Indiana. 


* * * 


See “The Illustrated Voice.“ Outstand- | 
ing commercial film of the year, it shows how 


Illustravox can best be applied to your train- 
ing and selling needs. Ask your Illustravox 
dealer or film producer for a showing today! 


THE ILLUSTRATED VOICE 


DIVISION OF THE 


M aqnavox 
COMPANY FORT WAYNE 
MAKERS OF FINE RADIO-PHONOGRAPHS 





Your story is HEARD 


-“ 
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IN THE NEWS 


OF THIS RECENT MONTH 








@ Appointment of J. C. Gipson 
as manager, visual education di- 
vision, was recently announced 
by J. S. Smith, manager of the ad- 
vertising and sales promotion 
divisions of General Electric’s ap- 
paratus department at Schenec- 
tady, New York, In his new posi- 
tion, Gibson will be responsible 
for the planning and preparation 
of all Apparatus Department mo- 
tion pictures and slidefilms, the 
development of special visual 
presentations, and the prepara- 
tion of all types of models, dis- 
plays, and exhibits. 

Gibson has been affliated with 
the visual education division since 


July, 1945, and has served as 
supervisor of its project super- 
vision section for the past 15 
months. 


A native of Illinois, Gibson has 
been with G.E. since 1936, when 
he entered the company’s Business 
Training Course at Schenectady 
following his graduation 
DePauw University. 


from 


Bell & Howell Establishes 

New International Division 

@ Bett. & Howett Company, 
Chicago, precision manufacturer 
of motion picture equipment, an 
nounces the establishment of its 
new International Division, which 
will handle overseas distribution 
and sales for other manufacturers 
of photographic equipment, as 
well as the company’s own motion 
picture cameras, projectors, and 
accessories. 


E. L. Schimmel, Bell & Howell 
export manager who heads the 
new division, reveals that con 


tracts for exclusive export rights 
have already been signed with 
the Elwood Pattern Manufactur- 
ing Co., Indianapolis, manufac- 
turer of photo enlargers and 
accessories; Busch Precision Cam- 
era Corp., Chicago, manufacturet 


of “press type” still cameras; 
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Webster Industries, Inc., Roches- 
ter, manufacturer of 35mm still 
cameras; and with the Radiant 
Manufacturing Corp., Chicago, 
manufacturer of a complete line 
of motion picture screens. 

Schimmel added that exclusive 
export contracts with other firms 
are now in process of negotiation. 

* * & 
Pathe Reports on Commercials 
@ Commercial film production at 
RKO Pathe reached a new high 
for that studio during August. 

Aiming at a million dollar gross 
volume for 1947, RKO Pathe had 
23 sponsored films in various 
stages of completion at one time 
during the month. 

Included in the line-up were 
pictures for Sparks-Withington 
(Sparton radios), U.S. Navy Re- 
cruiting Service, National Infan- 
tile Paralysis Campaign (fifth in 
a series), The Episcopal Church, 
Fisk Rubber, Texas Company, 
and the Lederle Division of 
American Cyanamid., 





NAMES MAKE NEWS 





@ Appointment of G. REED 
SCHREINER as Director of Adver- 
tising, United States Steel Corpor- 
ation of Delaware, was announced 
this week by David F. Austin, 
U. S. Steel sales vice-president. 
Mr. Schreiner succeeds Charles R. 
Moffatt, who 
of the month. 

* * * 


retires at the end 


@ |THe_ British INFORMATION 
SERVICES announces the appoint- 
ment of Norma Barts as assistant 
in the Film and _ Publications 
Section of its Chicago office. Miss 
Barts was formerly director of the 
Film Division of the DeVry Cor- 
poration. 
> . - 

@ Frep CrawsHaw, until recent- 
lv an executive of PHotro & Sounp, 
San Francisco, has joined the 
staff of GARFIELD & GuILD 
(agency) , same city, as vice presi- 
dent and senior 


account execu- 


tive. 
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y business is different,” a prospective client 
frequently tells us, and after a quarter century in this 


visual training field, we know it certainly is. 


No two manufacturing, distributing or merchandising 
operations that involve commercial pictures are 
identical, so Wilding productions do not follow a set 
formula. Whether you wish to teach manual skills, 
to demonstrate sales methods or to instill company 


ideals, we offer no prepared panacea. 


Experience has taught us that each business IS 
different, so we study each problem as a unique 
challenge to our creative and production staffs. 
Perhaps that’s why our clients often say that Wilding 


pictures, too, are different. 


*This advertisment appeared in Business’ Screen 
in August, 1946, and they're still telling us! 
Creators and Producers 


of Sound Motion Pictures 
for Commercial, Educational 


and Television Application 





Wilding Picture Productions, Ine. 
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+> efficiency Up 


~» costs down 








> quality still unexcelled 


simplified new price list 
makes your cost estimating easy.... 
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1 the ultimate in 16 mm. 


studios and laboratory, 1226 wiscohsin ave., washington 7, d. c. 





color correct prints .. .72 hours 
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Tops in performance... quality... and operating ease 


The new RCA - “400” Projector is the result of 
sixteen years of leadership in research and develop- 
ment by RCA—the pioneer in 16mm sound-on-film 
equipment. 


This newest of RCA 16mm Projectors combines 
striking beauty with outstanding performance. 


® Better Sound. Precision sound scanning system 

. matched amplifier and new type 16mm loud- 
speaker—reproduce voices and music with the dra- 
matic realism of theatre-like sound. 


@ Brighter Pictures. RCA’s “true optical-axis”’ 
system ... theatrical framing . . . coated lens. . . 
1,000-watt projection lamp give you increased picture 
contrast and clarity. Full-color and black-and-white 
pictures are clearer, more brilliant. 


@ Easier Operation. Threading diagram embossed 
on side of projector . . . cushion-action sprocket shoes 
. . conveniently located controls— p/us many more 


FIRST IN SOUND. 


new improvements mean trouble-free performance, 
longer life for films. 

@ Available in Two Models. Sound speed only and 
Sound and Silent speeds. Select the model best suited 
to your utilization need. 

















Compare the RCA - ‘‘400’’ with any other projector. 
Your RCA 16mm Equipment Dealer will gladly ar- 
range a demonstration for you. For complete informa- 
tion, and name of nearest dealer, write: RCA 16mm 
Motion Picture Equipment Dept. 20-1, Camden, 
New Jersey. 


FINEST IN PROJECTION 


46mm MOTION PICTURE EQUIPMENT 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. N.J. 





In Canada: RCA VICTOR Company Limited, Montreal 
1 hy 
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So insist on having COLUMBIA’S true 1947 “FM” quality 
in your next Sound Slide Film Transcription 


Columbia Transcriptions are now used on “FM”’ stations 
from coast to coast. For your next slide film, don’t accept any- 
thing less than the crystal-clear ‘‘FM”’ brilliance and fidelity 
of Columbia Transcriptions! 


Columbia's slide film transcriptions have the benefit of the 
latest and most advanced studio equipment. Columbia follows 
all N.A.B. technical standards. And Columbia Transcriptions 
are pressed of pure “‘Vinylite’’ for freedom from surface noise 
and true 1947 “FM”’ quality. From opening fanfare to closing 
signature, every word, every note, is sparkling clear with 
Columbia Transcriptions! May we demonstrate the difference? 


Order COLUMBIA Transcriptions 
For True 1947 “FM”’ Performance! 


1. Most Advanced Studio Recording Equipment — every 
latest technical development. 


------but the ears 


2. Pure “Vinylite” Pressings—for utmost fidelity, mini 
mum surface noise. 


3 


Extreme “FM” Clarity—every word, every note, is 
crystal-clear. 


4. Flexible—shipped safely, reducing breakage costs. 


5. Full Responsibility — Columbia handles the entire job 
— promptly! 


Tramncriplions 


Division of Columbia Records inc. 

799 Seventh Avenue, New York, N. Y. Circle 5-7300 
Chicago: Wrigley Building, 410 North Michigan Ave. 
Whitehall 6000 
Hollywood: 6624 Romaine Street. Granite 4134 

Trede-marks Columbia’ and @E Reg. U. S. Pat. Off. 
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Color your sales approach . . . color your 
advertising story ... color your training methods 
literally and figuratively. 


Sono-Vision does it literally because even 
delicate color film can be used with complete 
success in the Sono-Vision cabinet. The 

effects of humidity changes are nullified by the 
ingenious Mills automatically-controlled 
Humidifier so that color film can be used as 
satisfactorily as black and white. 


Figuratively, a motion picture that can be 
shown at point-of-sale, in a store window, in 
offices and lobbies, in classrooms — almost 
anywhere the people you wish to reach may be 
—cannot help but give colorful drama 

to your sales, advertising, or training story. 
Sono -Vision, because it contains all parts 

in a single cabinet and requires no darkened 
room, does that, too! 


MILLS INDUSTRIES, Incorporated @ Office and Display Room: 2212 Merchandise Mart @ Dept.306 @ Chicago 54, Illinois 
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NORTH: SOUTH § EAST + WEST 
Kid Ht Kay 


Camera Crews are Filming the Best 


in COMMERCIAL PRODUCTIONS T 
and THEATRICAL RELEASES too! 











Yes, once again, we're happy to have spent 
this summer filming another theatrical release 
for WARNER Brotuers. This is the fourth 
picture we have produced for that major Holly- 
wood Studio. 


Our same professional motion picture know- 
how .. . skilled craftsmen . . . and budget 
consciousness are daily being combined with 


our complete laboratory facilities —and under 
the planning of creative writers and directors 
we are making all types of business films— 
traveling crews from Canada to Texas, from 
East to West. 


May we explain how we may be of service 
to you ? 


il Ad. Kay 


FILM INDUSTRIES, Inc. 


(formerly Ray-Bell Films, Inc.) 


2269 Ford Parkway 
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St. Paul 1, Minnesota 
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Now you can see for yourself . . . without cost 

or obligation . . . how the Beseler Model OA3 clearly 
projects full pages in magazines and books, as well 

as maps and other large size material. We are prepared to 
have this fine opaque projector 

demonstrated anywhere in the United States 

in your own office, classroom or church. 


The Beseler Model OA3 has met with enthusiastic response 
wherever it has been shown. Modern in design, 

compact and quiet, it delivers brilliant 

screen illumination, outstanding in an opaque projector. 
The Model OA3 accommodates an 814” x 11” 
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page, 
the actual projection area being 714” x 10”. r 
Mail the coupon today for Free Demonstration 
> of the Beseler Model OA3 Opaque Projector. t 








first and only projector to project FULL PAGE MATERIAL 


Added features of the Model 
OA3 are self leveling platen 
with ratchet handle, permitting 
the use of both hands while in- 
serting copy, and concealed 
elevating legs. Air cooling sys- 
tem assures adequate cooling 
of the two 500 watt medium 
prefocus lamps. 


aaa eeew wee = 


E 
Charles Beseler Company, Dept. 


York 10, N. ¥- 
243 East 23rd Street, New 
1 would like to have @ free "demonstration of the 
Beseler Model OA3 Opaque Projector. 


Most convenient CEES secreresessersersrenensosvntnyanvntn 


YOUr MAME ..-eecrerrn pean nian! 
YOUL POS werner sure t 


(Firm, School, Church) 
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on the Best 16mm 
SHORT SUBJECTS? 


Educational . .. Entertaining! 
NATURE... 


Birds of the Barrier 
Coral and its Creatures 
Secrets of the Sea 
Strange Sea Shells 
Catching Crocodiles 
People of the Ponds 


HISTORY... 


Our Declaration of Independence 
Our Constitution 

Our Bill of Rights 

Our Louisiana Purchase 

Our Monroe Doctrine 


MUSIC... 


Liszt Coneert, with Georgy Sandor 
Sereen Songbook in Color, Six Subjects: 

America 

End of a Perfect Day 

Home on the Range 

Jingle Bells 

Old Black joe 

Home Sweet Home 


“STRANGE AS IT SEEMS”... 


Emperor Norton Gold and Man 
Mark Twain Little Jack Horner 
Lafayette Fifty Year Barter 
Silver Threads Star Gazers 


These and other excellent new releases 


: are available at leading Film Libraries 
: —for rental or sale. For the complete 
3 oS Post Pictures, write for FREE 

catalogue to Dept. 26. PLEASE NOTE 
S$ OUR NEW ADDAESS. 


POST PICTURES CORP. 


115 W. 45th St., New York 19,N.Y 
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*% THE MOST INTERESTING (and interested, 
too) audience for good informational films 
in these United States are the farmers and 
small town dwellers of Rural America. They 
like commercial movies at the crossroads and 
in the meeting halls—maybe just as much as 
the stuff Hollywood puts out over at the 
Bijou. Check the annual audiences served by 
the farm implement companies and the groups 
assembled by the farm organizations and 
county agents. 

Rural America likes down-to-earth films and 
that’s no pun. Business should plan and 
direct better products to this audience and 
has plenty of reasons: /0 billions of them as 
a matter of fact. That's the amount of savings 
in rural banks and there is an additional 
5 billions invested by the farmer in govern- 
ment bonds. Guess whose cash income is 
more than three times that of 1939, It’s the 
farmers who have reduced their mortgage in 
debtedness by $1,500,000,000. 

Check these figures: nearly 1,000 county 
agents of the 3,000 in service are equipped 
with 16mm sound motion picture projectors. 
Nearly all farm implement company dealers 
own or have access to similar equipment. A 
growing number of consolidated rural schools 
are acquiring machines. The National Grange 


recently ordered 500 new projectors. 

But there’s a big hole in the available out- 
standing farm pictures aimed at this im- 
portant consumer group. Business may be 
missing a good bet. It may be a very long 
time before television is made practical out- 
side the big cities. Meanwhile here are 
sight and sound audiences waiting for you. 
Not on the Shooting Script: 

*% Eviminate the Library of Congress as a 
key Federal agency in the handling of war 
and postwar films. Congress cut Luther Evans’ 
budget to ribbons—probably because of lack 
of understanding of worthy objectives—but 
also because Congressman Sol Bloom, Demo- 
crat, appeared before the Republican appro- 
priations committee to make an impassioned 
appeal for sufficient funds to insure the safe- 
keeping for posterity of precious Charlie 
Chaplin films. 

% Postwar ARRIVALS in the field of purely 
educational films have made a sizeable con- 
tribuation to the library of classroom films 
for that field—now some wonder if it was a 
charity contribution. There's a terrific need 
for organization among the companies in this 
field—if only to avoid wasteful duplication of 
similar titles but perhaps also to find the 
meaning of “ in unity there is strength.” 

% ENGLAND is having its financial troubles, 
but one advertising medium goes rolling 
along: the budget for theatre screen adver- 
tising is about a million pound annually. 
Nearly all of England's theatres show them. 














IMPACT! 


Your motion picture can achieve audi- 
ence impact when interpreted from an 
intelligent script, by a highly competent 


director! 


In product selling, employee training, or 
public relations, Atlas dramatic treatment 


gives you this impact! 


Atlas offers complete modern studio and 
laboratory facilities, the finest in camera 
and lighting equipment, RCA Sound, and 
high quality craftsmanship! 


ATLAS .. . for dramatic productions! 





ATLAS EDUCATIONAL FILM CO., OAK PARK, ILL. 





The Seal of Quality 


Since 1913 
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Better Performance on 16mm. Sound 



















NEW 


SWING OUT GATE 


} 
















“Premier-20° 


16MM. SOUND PROJECTOR 





Close-up of new swing-out gate, showing gate in open position. 


New Ampro Slide and Filmstrip Projector 


This Ampro Model 30-D Projector for 2” x 2” slides and 
35mm. filmstrips is new from every angle. Simplified 
operation . . . curved film guideways guide filmstrip into 
exact position . . . automatic self-centering slide carrier 


Enjoy the thrill of brilliant, clear pictures . . . natural, life-like sound 
reproduction with the new improved Ampro “Premier-20” 16mm. 
Sound Projector. Simplified controls, lightweight portability, ease of 


threading . . . all combine to make this the ideal projector for 16mm. assures perfect focus — with one-hand 
talking pictures in the home, school, church or club. The new Swing-out operation. Quick-tilting . . . handy lift- 
off carrying case . . . many other out- 


Gate, shown at the right, permits easy cleaning of the aperture plate 
and pressure shoe . . . without ever disturbing the focus . .. Many other 
important features. 
NEW RICHER TONE QUALITY —The latest 12-inch Jensen Permanent 
Magnet Dynamic Speaker reproduces sound faithfully, realistically . . . 
has adequate power for moderate size auditoriums. 
STREAMLINED CARRYING CASES — Rugged .. . scratch-resistart 

. easy to clean, they offer complete protection for your Ampro 


standing features. 


ALSO ...A New Ampro Projector 
for 2" x 2” Slides — Model 30-A 


A new and improved model with auto- 
matic, self-centering snap-action slide 
changer .. . brilliant 300 
watt light... ample heat 
dissipation . . . simple 
one-hand operation — 
PLUS many other exclu- 
sive features for better 


projection equipment. slide projection. 


AMPRO 








BS86 
AMPRO CORPORATION 


Write » 2835 N.Western Ave., Chicago 18, Ill. 





Today _e@ [_] ‘*Premier-20" l6mm. Sound-on-film Projector 

Mail coupon today for illus- [_] Amproslide Model ‘30-A"’—2"x 2" Projector 

trated circulars giving full de- [_] Amproslide Model ‘*30-D"’ Dual Purpose Projector 
Cee ns Vie ee tails, specifications and prices [J 8mm. Silent Projector 


on these as well as other Ampro 
projectors... 
x 16mm Arc Projectors 4 ADDRESS ee Pe ee : 


16mm Sound-on-Film e¢ Slide Projectors NAME 





A General Precision Equipment Corporation Subsidiary City STATE 














CAN YOUR FILMS TARE THIS HURDLE? 





Films produced with this 
obstacle in mind have 
little trouble getting over 
‘it. We offer unexcelled 
experience in the appili- 





cation of films to specific 
problems and programs. 
Without obligation, let 
us explain how this ex- 
perience can benefit you. 


beard Masters, Inc. RES 


165 WEST 46TH STREET — NEW YORK 19...3010 BOOK TOWER — DETROIT 26 
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AS TOLD 


TO BUSINESS SCREEN 
by Lew Fonseca 


Director, Motion Picture Department 
American & National Baseball Leagues 


0,000,000 PEOPLE h&¥e scen the motion 

picture programs of the American and 

National Leagues of Professional Base- 
ball Clubs in the 13 years since this public 
relations activity was inaugurated by Lew 
Fonseca, its director and organizer. 

Those million-fold audiences, including a 
goodly number in South Africa, Holland and 
other distant parts ol the globe, are the 
nucleus of one of the interesting and valuable 
efforts in better human _ relations eve 
achieved through the medium of the screen. 

During World War II, official Washington 
recognized the tremendous morale effect of 
the annual World Series’ films which are a 
basic part of this program. “They're more 
important to our boys than training films,” 
said the admiral who set aside camera crews 
assigned for that purpose. In the critical 
days of film shortages, any amount of nega- 
tive and print stock required was top priority 
in assuring the armed forces of a fast and plen- 
tiful supply of new World Series programs. 

Fitms OF INTEREST TO PEOPLE EvERYWHERI 

But, primarily, this story belongs to the 
entire American people and to the peoples 
of every land where baseball is achieving a 
growing popularity. And it belongs to all 
ages, from youngsters to oldsters, who make 
up the capacity audiences which throng meet- 
ing places whenever a new baseball film is 
announced as the main event. 

Baseball, unlike any other sport, has a 
truly national appeal and every section of 
the country responds with nearly equal inter- 
est to this film program. The public relations 
result of the films is in their effect in achiev- 
ing a widespread friendly atmosphere between 
those who direct the destinies of the National 
Game and the people (especially adult 
groups) as well as encouraging participation 
in the game itself by thousands of youngsters. 

“You can talk to the kids all day long,” 
says Lew Fonseca, “but we didn’t get hall 


>“ 


ARCHERY STAR vs. PiITCHING MAsTeR: Ted 
Lyons (16) shows his control in a league film 


shot for one of the recent pictures. 



























Big league baseball’s DeMille is Lew Fonseca, shown above (top figure) at a familiar chore. 


WORLD 


SERIES 


.. all year around 


the interest or attention from them that we 
do with film.” 
Here's How Ir Att. BeGan 

Away back in the early 1930's a_picture- 
minded professional baseball manager for 
the Chicago White Sox had begun taking si- 
lent movies of his team. A former American 
League batting champion (1929) Lew Fon- 
seca was selected in 1934 to take charge of the 
motion picture educational program for that 
League, which his efforts helped to inaugurate, 

Lew’s own silent film played to 40,000 that 


PircHING “EM INTO THE CAMERA (without 
breaking those fragile clay pipes) is the object 
of this control shot for a baseball film. 


first year with only two prints in action, 
shown mostly through his own personal ap 
pearances. In 1935 the first of a long and 
continuous series of 16mm sound motion pic- 
tures was produced. A long 4-reeler titled 
Play Ball, it consisted largely of highlights of 
the previous season’s games in the American 
League plus some of the fundamentals. That 
film reached an audience of 750,000 in a year, 
nearly 19 times more people than the first 
pioneer effort in this public relations program. 


(CONTINUED ON rH NEXT PAGE ) 


Bos Fetter SHows His Speep (and control 
too) as his first pitched ball sails through the 
bulls-eye and beats the motor-cyclist. 





NUMBER SIX * VOLUME EIGHT * 1947 





PITCHING FUNDAMENTALS are demonstrated by 
knuckle-ball artists Dutch Leonard (left) and 
Ted Lyons (right) who practice control by 


pitching thru these zones in a film sequence. 


THE WORLD SERIES 


(CONTINUED FROM PRECEDING PAGE) 


Ihe increase in audiences and interest has 
doubled and trebled each year since; the 
second sound film in 1936 was Take Me Out 
to the Ball Game and the audience total 
reached 1,500,000! 1946 figures reached the 
record to date of 7,500,000 and might have 
been far greater. 

In the five most active months of this film 
program, January through May, the Depart- 
ment is obliged to turn down 30 to 40% of 
all requests because of print limitations. To- 
day nearly 750 distribution agencies from 
coast to coast help in this effort, cutting down 
print travel time and increasing the number 
of showings for each print in use through 
local and regional promotion efforts. From 200 


to 250 prints a year are put into circulation. 


ALL OrGANIzZED BASEBALL MAY PARTICIPATI 


A good many of the major league ball clubs 
are already staunch supporters of the film 
program. Boston, Brooklyn and others re- 
lease prints and accompany showings with 
personal appearances of their star players 
during the off season. But the prospect for 
the future is even brighter as both major 
and minor leagues begin to handle the films 
universally, 

“By next year,” says Fonseca, “we hope that 
all organized baseball (totaling some 350 
More Important THAN Rations said Army 
and Navy brass hats of World Series films. 
Babe Ruth (Center, leaning on film shipment 
to overseas forces) helped send off one vital 


shipment. Orton Hicks, then Colonel in 


charge of film distribution, is at the far right. 





clubs from majors through all classes of the 
minors) will maintain some local or regional 
phase of this program. They are all very 
much interested and official recognition of 
their participation has already been given at 
this year’s league meetings.” 

At present all prints are made available 
through the cooperation of A. G. Spalding & 
Bros. and the Hillerich & Bradsby Company 
(co-sponsors with the two leagues). Capacity 
bookings continue through the first five 
months, fall off to 50°% of capacity during the 
summer months and move up to 75% of 
capacity through the fall. No direct advertis- 
ing is carried, bookings are achieved through 
natural public interest and regional efforts 
such as newspaper publicity, etc. 





HisTorRicAL BACKGROUND was provided in the 
1939 film “First Century of Baseball.” Lew 
Fonseca is the chap in modern clothes holding 


an early model bat. 


TRAINING USEFULNESS Now Is RECOGNIZED 


Most coaches and athletic leaders appreci- 
ate the value of action films for the study of 
team play and individual traits. While the 
leagues’ program has been largely a matter of 
nationwide goodwill and public relations fon 
baseball, a separate training film has been 
produced each year since 1944. These include 
Inside Baseball (1944); Circling the Bases 
(1945); Batting Stars of Baseball (1946); and 
a pitching film now in production for 1947. 
Young players in high school, college and 
private schools as well as sand-lot players, 
industrial recreation and church leagues and 
the minors can and do benefit immensely 
from these skillfully produced subjects. 

Slow motion, high speed action, animation 
and other techniques catch the perfection and 
skill of the national game's brightest stars for 
the guidance of younger players. No lesson 
ever written or spoken could match the magic 
lure of these stars in action! 


Propucton Has Bren EsPpeciALLY Goop 


Capturing the elusive thrills of each World 
Series game has been one of the most difficult 
and interesting assignments in factual film 
history. Action is unbelievably swift and the 
atmosphere tense, sometimes with little warn 
ing to the camera crews. Four of these crews 
are in action around the ball park, armed 
with hand and studio cameras, including 12- 
inch telephoto Special 


lenses, bac kdrops, 





portable camera stands and tarpaulins are 
used where experience has taught need for 
backgrounds to help focus on the action. 

Every single play must be caught, with em- 
phasis on close-up action. To accomplish this 
miracle, an average of 40,000 feet of negative 
are exposed for an average Series and cut to 
a final 3,000 feet. Lighting is the most difficult 
handicap, especiall® in the late afternoon as 
home plate is shrouded in semi-darkness from 
the adjacent stands while the outfield is still 
bathed in sunlight. Action is spread over the 
entire area of the park and a missed fly ball 
in extreme center field is just as likely to be 
the decisive play of an entire Series as the 
passed ball at home plate was in another 
recent and memorable game. Following the 
elusive ball from shadow to sunlight for a 
couple of hours each day is guaranteed to turn 
any cameraman’s hair grey! 

For the seventh straight year, Chicago Film 
Studios has served as the leagues’ exclusive 
producer, filming six World Series from 1940 
to 1946, the All-Star Games of that period and 
an additional educational film each year since 
1944. A feature-length historical subject, First 
Century of Baseball, was produced by Wilding 
Picture Productions in 1939. Several other 
Wilding-produced subjects, co-sponsored by 
Fisher Body, are still being widely circulated. 

Most OF THE FILMS STILL POPULAR 


As a matter of fact, some of the first films 
still retain their popularity and are still going 
strong but emphasis is on each new World 
Series picture. 

The audiences themselves make a fascinat- 
ing story. Dozens of prints circulate regularly 
through the veterans hospitals and nearly a 
hundred will go to occupation forces overseas 
through the facilities of the Army Motion 
Picture Service which has once again urged 
the early delivery of prints for the field. 

Penitentiaries and churches, at the opposite 
ends of our society, share a common and vast 
enthusiasm for these ball games on cellulose. 
Lew notes the swift increase in projector own- 
ership among churches in the upward trend 
of bookings, particularly among Protestant 
denominations. 

Ihe response of Americans and of groups 
abroad to this outstanding public relations 
effort is evidence of the popularity of baseball. 
But in the final standings, the records should 
show the flawless team play and winning 
spirit of Lew Fonseca. Advisers told him the 
program wouldn't “take” back in 1934. He 
has not only proved them wrong but has con- 
tributed an immense and immeasurable good 
to the youth of our own and other countries 
as well as increasing the respect and admira- 
tion of countless millions for the game. © 





FILM DIRECTOR AVAILABLE 
experienced in all phases of business 
film production, including direction, 
editing. Recent studio assignments 
completed and available at once. 

Address inquiries to Box 109A 
Business SCREEN * 812 N. DEARBORN 
Cuicaco (10) 
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HE SINCLAIR REFINING COM.- 
PANY, one of the big names in oil, is 
now engaged in a most comprehensive 
and intensive training program for sales per- 
sonnel, j 
After a full year of planning and prepara- 
tion of materials, the program got under way 
last May. By the end of 1947 it is expected 
to have been completed for all sales employ- 
ces. It is a continuing plan, however, and 
will be used for indoctrination and training 
of new men as they join the company. 
Sinclair's training program for its active 
sales personnel (men on the company pay- 
roll—not dealers nor station employees) is but 
one phase of the company’s overall training 
operations. It is conducted quite separately 
from dealer training, both in preparation and 
execution. Under the direction of C. F. Me- 
Goughran, the Sales Training Department 





ALL SALESMEN WHO 
NEED TRAIN! 4eCOMMIT 
THREE COM RRORS 


TY DOW ANWOW LEDGE 


WEIR P - . “WD SERVICES 
THEY DOW gee BOUT 


TIS ING 


A scene from the Sinclair salesmanship film 
“To Err is Human.” 


developed and produced all materials used. 
All books, manuals, and other printed matter 
were produced by the company and are copy- 
righted material. The Sinclair training pro- 
gram includes, in addition to four publica- 
tions on the industry and the new Sinclair 
Sales Manual, twenty-one motion pictures and 
three slidefilms. It also includes original lubri- 
cation chart presentations and chart studies of 
the internal combustion engine. 


Use CONFERENCE METHOD OF TRAINING 


In bringing this elaborate outlay of ma- 
terials to salesmen, the conference method of 
training is used. Training conferences are be- 
ing held throughout the 35 states making up 
the Sinclair distribution area. Each conference 
consumes five full days with study material 
assigned each evening. 

Those attending Sinclair sales training con- 
ferences are provided with several specially 
prepared publications highlighting phases of 
the industry, together with a new General 
Sales Manual, all of which are used as text 
material during the entire conference session. 
The material covers everything from the evo- 
lution of the oil industry—the Sinclair Refin- 
ing Company as a unit in that industry—and 
the individual’s place and responsibility in 
the company. The selection, training and 
placement of new employees is also covered. 

The study of the new general Sales Manual 
includes all products which the company 
manufactures, and their application. ‘This 
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VISUAL TRAINING REPORT 


Ninclair Trains for Selling 


@ SALES PERSONNEL BENEFIT FROM COMPREHENSIVE PROGRAM e 


study includes light oils, lubricating oils, 
specialties, industrial oils, etc. Included also 
in the five-day program is a full day study of 
salesmanship and the application of practical, 
up-to-date sales principles. 

E. H. Hughes, vice-president of Sinclair Re- 
fining Company, states that the company’s 
training program was developed as a refreshe1 
for veteran members of the Sinclair sales force, 
and as indoctrination for all future sales rep- 
resentatives. It is now a permanent part of the 
sales department activities, Advanced special- 
ized training will be offered to those complet- 
ing the basic course. 


PRACTICALITY Is THE KEY Worp 

C. F. McGoughran, sales training manager, 
states: “We have developed the Sinclair Train- 
ing Program on the theory that practical 
application of basic principles depends upon 
the material used and the manner and method 
of presentation. We have tried to make all of 
the training media and the training confer- 
ence procedure of immediate practical appli- 
cation. 

“Visual media have enabled our training 
conferences to complete as much training in 
five days as it would take other methods to 
accomplish in five weeks,” Mr. McGoughran 
added. 


PROGRAM TIME PLANNED WitH Cart 


The Sinclair films have been carefully in- 
tegrated into the conference so that each per- 
forms a certain function at the most propitious 
place in the program. 

Films produced by the following companies 
are used during the Sinclair Sales Training 


Conterences: Atlas Educational Films, Audio 
Productions, Caravel Films, Castle Films, Jam 
Handy, Vocafilm Corporation and Wilding 
Picture Productions. ‘The entire Sinclair Sales 
l'raining Conference program was developed 
with the idea of obtaining the maximum ad 
vantage from the use of audio-visual media. 

Ihe Sinclair program is without doubt one 
of the most practical and all-inclusive training 
programs in industry today, and is being 
studied by many business leaders interested in 
this type of industry education. 


Betow: C.F. McGoughran, Manager of Sales 


Craining, Sinclair Refining Company. 





Epiror’s Nore: The oil companies have set 
a notable example for al! industry in the 
scope and thoroughness of their postwar sales 
training programs. It is especially noteworthy 
that audio and visual media have played such 
an important part in the planning of these 
sales personnel programs. 


A scene typical o inclair’s Sales Training Conferences at work 
1 typical Sinclair’s Sal 1 g Conf t } 
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wiit's Modern 
Film-Presentation Genter 





WELL-DESIGNED ROOM SETS EXAMPLE FOR BUSINESS 





Three Functional Purposes: 








l. As A COMPANY PREVIEW [THEATRE the Swift 
= Company film-presentation room furnishes 
an ideal setting for company previews of new 
film productions and for the study of othe) 


audio-visual presentations. 








2. AS A PRESENTATION CENTER where dra 


matically-staged advertising and sales mate- 
rials can be progressively disclosed to execu- 
tive groups, The film-presentation room ts 
well-lighted with adequate special effects to 
highlight printed and illustrated flat materials. 
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S AMERICAN BUSINESS faces into 
critical months of sales and service re- 
generation all across the nation’s mar- 

keting map, the need for making audio-visual, 
printed and verbal sales presentations effec- 
tive from the very outset is recognized as 
paramount. That need begins with the first 
internal testing of new ideas, new sales cam- 
paigns and new business films within the 
company organization itself. 

Among the leaders in recognizing that need 
is Swift & Company, meat packer and food 
processor for the nation. In its multi-storied 
office headquarters in the sprawling vast- 
ness of Chicago’s Union Stock Yards, Swift 
has created one of the most utilitarian mod- 
ern business theatres we have seen. 

A presentation and conference room as well 
as “theatre,” the new Swift audio-visual cen- 
ler is comparatively small in size but a 
near-perfect example of what business can 
accomplish with careful planning toward this 
objective. Within an area of little more than 
600 square feet (the room itself is 27 by 23 
leet), facilities have been provided for mer- 
chandising, sales and advertising purposes. 


NEED TO MAKE PRESENTATIONS EFFECTIVE 

Ihe initial approach to the planning of 
these facilities was based on functional use: 
For example, the frequent need of executive 
preview and review of sales presentations was 
a primary factor. Therefore, physical features, 
devices and the general plan were developed 
around the following thoughts: 
(a) The value of progressive disclosure of 
cach element in the presentation. 
(b) The value of effective use of lighting, both 
direct and indirect, so as to achieve spot-light- 
ing of parts of the presentation or individual 
sections of a printed campaign, and to provide 
dramatic lighting patterns for over-all effect. 
(c) The value of convenience and accessibil- 
itv. For example, presentations must be easy 
to mount and stage and supplemental ma- 
terials easily reached. 
(d) The value of effective audio-visual presen- 
tation at the required time in the program 



















































and with utmost screen effectiveness of the 
motion pictures, filmstrips, or slides. 


T PuysicaAL Aspects Must Be RIGH1 

In such a setting, basic physical aspects 
such as room temperature, acoustics, comfort- 
able and efficient furniture, and dependable, 
first-line projection equipment are equally 
important. The Swift center gives considera- 
tions to all these points. 

Air conditioning fixes room temperature at 
a constant comfort level the year around and 
also provides an adequate supply of fresh air 
for ventilation. Well-engineered acoustical 
treatment provides near-perfect reproduction 
of film, disc and microphone sound effects. 

Simple, durable and smart-looking seating 
and accessory furniture is a distinctive feature. 
The most interesting facet is that the room 
at first glance is extremely clean-looking, cool 
and simple. Neither furnishings, room color 
nor accessories distract from the very apparent 
business purposes for which the space was 
designed. The color scheme was purposely 
selected to create an atmosphere of ease and 
relaxation, 

Here ARE SOME INTERESTING FEATURES 

The pictures on these pages describe more 
adequately than words the various special pur- 
poses of the Swift center. The need for a 
chalkboard has been anticipated. The need 
for various sizes of screens is met by ‘having 
several sliding panels behind the curtained 
front section of the room. Electrically-oper- 
ated sliding doors open at the touch of a 
. button when films are shown. All projection 
screens have been carefully masked with black 
velvet to provide a clear-cut picture image. 

Room lighting consists of indirect illumi- 
nation from cove sections at the ceiling lines 
and special direct spots for a central confer- 
ence table as well as the spot-lighting of the 
10 presentation panel sections. All room lights 
can be slowly and effectively dimmed by a 
Modulite switch controlled from either the 
room itself or from the projection booth, 
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PROJECTION AND EQUIPMENT FEATURES 

Behind the all-purpose conference room- 
theatre, separated by a fire-proof wall, is a 
very complete projection booth. The booth is 
about four feet above room level and the 
space beneath has been cleverly utilized for 
storage of additional materials, extra chairs, 
and a removable conference table. Low trucks 
have been provided so that all this low storage 
space may be fully utilized with maximum 
convenience and efficiency. 

Within the booth itself, projection equip- 
ment has been provided for both 35mm and 
l6mm sound motion pictures, sound and si- 
lent slidefilms and slides. Both 2 x 2 and 314 
x 414 slides and slidefilms are projected with 
maximum brilliance of 750-watt illumination. 
Light cues and unobtrusive change of slides 
has been carefully thought out. 

35mm _ theatre-type projection is available 
for the occasional newsreels, theatrical shorts 
and other 35mm films which must be occa- 
sionally shown. This equipment is of the 
portable type because of its comparatively 
infrequent use. 

16mm sound motion picture projection is 
always in position for immediate use with 
instant change-over equipment. Change-over 
boxes are mounted on projector stands instead 
of in ports to avoid noise distraction for the 
audience. Sound reproduction for all pro- 
jectors is channeled through a single orches- 
tricon-type speaker built into the front section 
of the main room. 

A portable turntable for sound slidefilm 
presentation is also channeled through the 
motion picture projection speaker. Dual speed 
motor facilitates use of either 3381/3 or 78 
rpm recordings, Monitor speakers enable the 
booth operator to control sound volume with- 
in the audience room. 

Storage of 35mm and 16mm films, slidefilms 
and recordings is provided in a specially de- 
signed and humidified storage cabinet within 
the projection room. A small annex space 
just outside the projection room contains 
facilities for editing and film repair. a 


























































































IN THE PicruRES ABOVE (top to bottom) are 
views within the projection room of the Swift 
& Company center showing 16 and 35mm pro 
jectors and film storage; (center) film editing 
facilities are also provided, and (below) a 


view of the unique materials storage cabinet 
provided below the projection booth. 


3. As A Display CENTER where new advertis 
ing proofs and store display materials may 
be pre-tested and studied before reaching the 
field, the new Swift center fills an important 


need for advertising and merchandising. 
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AMERICAN WORKERs I'm not going to be the 
guy on this dealt 


U e W v e y ~ j ta mi mite boys . Looks 
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| It's high time we call in someone who 
give us the facts. 
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Twentieth Century Fund Picture Shows 
Role of “The U.S.A. in World Trade” 





Engineer: "We've got to see that everybody everywhere gets a fair chance 
to stay in business or keep a job. This foreign trade now—it's like a round 


trip—it works best when there's a full load coming and going.” 
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Machinist: “I! don't wanna see some Am 


erican lose his job on account 
of what that Limey 


is going to make on our own machines." 


NSWERS to that vital question “just how important is 
our foreign trade to America?” are beginning to come 
in strong, clear and meaningful. Events like the recent 

Parker Pen Company's partial salary payment in Mexican pesos 
to all employees at their Janesville, Wisconsin, plant help to 
impress the significance of overseas markets on out economy. 
Of real effectiveness in this campaign and helping Ameri- 
cans understand the Advertising Council's slogan “part of every 
dollar you get comes from world trade” is the new Twentieth 
Century Fund motion picture Round Trip. This 20-minute 
l6mm sound film is being made available nationally to business. 
community and educational groups. Subtitled The U.S.A. in 
World Trade, it was produced by The World Today, Inc. 

Winfield W. Riefler, professor, at the Institute for Advanced 
Study in Princeton, N. ]., and Paul G. Hoffman, president of the 
Studebaker Corporation are fellow members of the Committee 
on Foreign Economic Relations of the Fund and principal nan 
rators in the film. Mr. Hoffman's significant answer in one 
sequence is worth noting: 


that extra production for export (10°. of our total 


business and more) is a very vital factor. It not only means 


more jobs in plants like ours, but it also means lower costs and 
therefore means lowe prices for the home market as well as the 
export market.” 

Secretary of Commerce Harriman has endorsed the film 
and 45 Department of Commerce field offices will be premiering 


the film as part of their international trade activities. 1.500 


local chambers of the U. S. Junior Chamber of Commerce will 
also premier the film on the community level. The League of 
Women Voters are giving an official place to Round Trip at 
their nine regionaj trade conférences in October. The film is 
being released October | by Film Program Services through five 
regional distributors serving the entire U. S. 


Housewife: "Aren't the consumers the ones who have to pay for all 
this protection? Perhaps you could explain that." 


BUSINESS SCREEN MAGAZINE 











Englishman: ‘But we have to import food. So that means 
we have to sell goods." 





Southern Farmer: "But how can | compete with someone 
who gets only half the wages | get?" 





Auto Worker: "There's somethin’ fishy about the low-wage 
argument somewhere. You know, in England the same as- 


sembly line job pays about half what we get.” 


Paul G. Hoffman: “Extra production for export is a very 
@* vital factor. It not only means more jobs but lower costs.” 
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USING 


FILMS TO STIMULATE THE COMPANY SUGGESTION PLAN 


fret More Employe Suggestions 


@ ILLINOIS CENTRAL RAILROAD TELLS VISUAL PROGRAM RESULTS ¢ 


ERE’S a personal report from the visual 
H aids executive of the Illinois Central 

Railroad on one of industry's most 
important interests: 

Ihe Illinois Central Bureau of Audio-Visual 
\ids was established in 1944 through the 
joint efforts of the Employes’ Suggestion Sys- 
tem and the Personnel Department, with Mr. 
J. I. Hawkinson, 
charge. 

Shortly 
picture was produced for the Employes’ Sug- 
gestion System entitled, 7 Suggest That... 
It was coordinated into our program, along 
with a chart talk that I presented to the em- 
ployes. 


personnel assistant, in 


alter it was organized, a motion 


This combination was very effective 
in producing results. / Suggest That... is 
a 10-minute, 16 mm, documentary motion 
picture in color and sound, It is narrated by 
John Holtman. It illustrates the old and new 
methods of two award-winning ideas, with the 
suggestors and associated employes acting thei 
respective parts. It emphasizes how employes’ 
ideas have benefited not only the railroad, 
but the employes as well. 

Over a span of eight years, more than six 
suggestions have been received for each em- 
ploye. According to the information we have 
about other companies, this performance is 
about three times the average participation. 
We believe this reflects, to a large degree, 
the effectiveness of the visual aids we have 
programs of interest to all 
employes and supervisory forces. 


used to pi esent 


In all our programs we have made liberal 
use of visual aids, such as 16 mm motion 
pictures, charts, graphs, photographic blow- 


ups, booklets, demonstrations and 


posters, 
exhibits of working models to supplement 
oral presentations. Visual aids have been used 
at breakfast, luncheon and dinner meetings 
with supervisors, as well as with meetings of 
employes in the shops and on the right-of-way 
on company time and at evening meetings 
sponsored by our Employes’ Service Clubs. 
On the success we had with J Suggest 
That... we included in our plans for ow 


1945 program the production of another and 


more extensive motion picture lor use in oul 
campaign for “45,000 in 45." The Bureau 
of Visual 


entitled, Suggestions Unlimited. It is a 30 


\ids produced a motion picture 
minute, 16 mm, documentary motion picture 


Paul 


Harvey and John Holtman, and contains many 


in sound and color. It is narrated by 


scenes synchronized with sound interspérsed 
throughout the picture. ‘Len award-winning 
ideas are illustrated, with the suggestors and 
associated employes again acting out then 
respective parts. The motion picture was so 
designed that every employe on the railroad 
seeing the picture would be able to match his 
or her status and experience with it, It also 
shows, in synchronous dialogue, how sugges 
tions are considered by the General Suggestion 
Committee, The finale is a direct sound pic 
ture of our president, Wayne A. Johnston, 
endorsing the Employes’ Suggestion System 
and his appealing to employes for more and 
better ideas to improve Illinois Central service. 

Suggestions Unlimited was first: presented 
in many communities on the railroad at eve 
ning meetings, so the families of the employes 
could attend. ‘To attract employes and then 
families we prepared a unit presentation con 
sisting of entertainment by outstanding local 
talent, Suggestions Unlimited, and an audi 
ence-participation Quiz Show similar to the 
radio program “Dr. 1.Q.” with a pay off of 
silver dollars. These mectings were well ad 


vertised in advance, Advertising handbills 


were also distributed, 
This presentation was made to capacity 
school, and other audi 


audiences in high 


toriums, with seating capacities as high as 


2,000 persons. In addition, Suggetions Un 
limited also has been shown to employes on 
company time in shops, roundhouses, and 
other locations on the railroad, 

You will note from the record that, as a 
result of the campaign, the goal of “45,000 
in ‘45° was: exceeded 474 suggestions, ‘The 
use of Suggestions Unlimited was continued 
limited way 


in a during our eighth year, 


bringing it up-to-date to continue usil it in 


oO 
12 


our 1947 campaign, 








\ PROGRESS CHART OF 
Annual Average Suggestions 
Period Employment Received 
Ist Yr. 30,700 16,092 
2nd Yr. 31,600 18,014 
3rd Yr. 35,100 18,820 
ith Yr. 11,700 21,545 
5th Yr. $2,200 24,578 
6th Yr. 12,500 29,039 
7th Yr. 10,000 15,474 
8th Yr. 39,500 36,602 
POTALS: 210,164 





THE ILLINOIS CENTRAL 


SUGGESTION SYSTEM 


Suggestions Per Cent Cash 

\dopted \dopted Awards 
1,147 7.1 S 10,565.50 
2,123 11.8 21,128.80 
2,445 13.0 27,460.00 
3,166 14.7 $5,120.00 
1,620 18.8 19,840.00 
6,276 21.6 74,000.00 
9,177 20.2 122,730.00 
6,799 18.6 90,860.00 
35,753 17.0 $431,704.30 
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N A LONG RACK in the “Caterpillar” 
film vault at the Peoria plant stands a 
row of cans labeled “Historical — World 


War I.” 
of 35mm _ negative that is now over thirty 


They contain reel after 1000-foot reel 


vears old. It tells a specialized story of trac 
tors pulling supply trains, guns, ammunition, 
lood, tools, and forage through mud, across 
desert wastes, along tortuous mountain trails, 
or straight across country fording streams and 
riding over undergrowth, Frequently there are 
close-ups of Pershing, Funston, Swinton o1 
many another allied general intently observ- 
ing the proceedings. This footage marks the 
birth of “Caterpillar” motion pictures, which 
have been playing an increasingly important 
part in our advertising program from that day 
io this. They helped sell 10,000 tractors to 
the allied governments then. They are build 
ing markets for many more thousands of 
tractors, diesel engines, motor graders and 
earthmoving equipment now. 
Movir CHANGrs Have Breen MAnNy 

Perhaps no advertising medium has gone 
through as many changes or grown so much 
in a comparable length of time. Back in those 
early days of 1914-18 everything was silent 35 
millimeter film. In the 20’s one or two of the 
early color processes were introduced and a 
“Caterpillar” orchard picture of that era was 





industries they serve, readily lends itself to fine photo 





Two decades of 


CATERPILLAR 
FILMS 


® by Paul B. Smith 


The dynamic nature of Caterpillar products and the 


graphic effects and real screen interest for the films. 





Tough jobs and tough ma 
chines to handle them some- 
photo 
conditions such as 


times mean tough 
graph 
this close-up of shooting the 
Caterpillar color film “Boss 


of the Bulldozers.” 


produced in this medium. In 1927 the first 
sound picture came out of Hollywood and 
soon the commercial movie makers saw the 
The early “‘talk- 


ies’ were, of course, sound on disc—the whole 


possibilities of this medium. 


process being akin to a marriage between the 
motion picture projector and the phonograph. 
But when sound on film became available a 
few years later the motion picture really came 
into its own. At last the screen had come 
completely to life and the potentials of movies 
not only as entertainers but as salesmen and 
educators zoomed upward. Close on the heels 
of sound came color and then came World 
War II which taught everyone much about 
many things including the greatly expanded 
usefulness of the motion picture. We were all 
well aware of its power in the entertainment 
field, but only a comparatively few companies 
really appreciated its full stature as an adver 
tising and selling medium, while its potentials 
in the field of education had hardly been 
explored, But the record made by films in 
training our armed forces changed all that. 
When the facts and figures first started pour- 
ing in, educators from coast to coast learned 
that a new giant stood ready to go to work in 
the classrooms. 

As a consequence we have seen a staggering 
demand for sound projectors followed by an 





even greater call for good educational films to 










be shown in them. 
New Opportunities FOR FILMS 

This new demand has been very exciting to , 
advertisers and film producers. alike, and has 
doubtless played a major part in encouraging 
many new concerns to go into the production 
of commercial films. 

With such a greatly increased audience 
waiting with libraries everywhere clamoring 
for films, many old producers of commercial 
movies and countless new ones are rushing 
productions through to completion. Many of 
them will be highly successful, hundreds will 
attain average results and a few will fail mis- 
crably because of widely varying skill in plan- 
ning and presenting the story as well as the 
widely varying facilities for distribution that 
will be set up for these films. 

lo be successful, motion pictures, like othe: 
advertising and the products it promote, must 
serve all customers well. Too many films are 
still produced primarily for the president or 
the board of directors. They talk too much 
about how big and fine and strong the com- 
pany is and not enough about how well it 
serves its customers. Too many movies are 
still produced with no definite idea of how 
circulation is to be obtained and scores of 
these languish on the shelves of film libraries 
all over the country, 

MAKING THE Most OF OppPporTUNITIES 

lo guard against these things a basic need 
for pictures must be demonstrated and an 
overall plan for their production and distri- 
bution established. What will this medium 
do better than any other? To whom shall the 
stories be directed? What shall the stories be? ) 
How shall circulation for them be obtained 
after they are produced? 

Those who formulated the basic motion 
(CONTINUED ON PAGE FIFTY-SIX) 











United Air Lines Educational 
Program Extends Film Utilization 


* United Air Lines has one of the most 
comprehensive personnel training programs 
for its employees who meet the public of any 
major transportation company. 

New employees in the classifications of res- 
ervation clerks, passenger agents, traffic agents 
and stewardesses are given short intensive 
training courses at United’s school. The 
school, formerly located in Chicago, now has 
its own campus in Cheyenne, Wyoming. 

The Educational Service Division of United, 
headed by Dan B. Woodyatt, has turned re- 
cently to the use of films in these training 
courses and has found that films can save both 
time and money in the training program. 

First film produced for United was Reser- 
vations, Please (reviewed in Case Histories, 
Issue 8, 46), which has been used in training 
the reservations clerks. The picture was pro- 
duced by Eddie Albert Productions. 

Not only was the film very well received by 
United officials, instructors and students, but 
estimates made by United show that the film 
is actually saving both time and money in the 
training program. 

According to Remy Hudson, formerly of 
Albert Productions, United officials estimated 
that the film paid for itself in about three 
months in training time saved, and that this 
rate of saving projected over a year would 
mean about $80,000 saved. 

Naturally, with this sort of tangible proof 
of the value of training films before them, 
United continued with the development of 
a complete training film program. 

The second film in the series, completed by 
Eddie Albert Productions in February, is 
called All Mainliner Passengers and is being 
used in the training of passenger agents. 

All Mainliner Passengers was even more en- 
thusiastically received by United Air Lines 
than the first film had been, and understand- 
ably so, for it is a much better production job, 
although the first film was good for training. 

This second picture, like the first, is de- 
signed for thorough classroom utilization. 
The main body of All Mainliner Passengers 
consists of a series of dramatized, sometimes 
humorous, sometimes serious situations in 
which a passenger agent might find himself 
and after each situation is presented the pro- 
jector is stopped and a class discussion ensues. 


CREDIT ACKNOWLEDGMEN|I 


THis Montn’s Cover: Acknowledg- 
ment is gratefully made for the 
dramatic oil refinery photograph on 
which our cover is based to the Pub- 


lic Relations Department, Standard 
Oil Company of New Jersey. 


A Correction: The article “SEEING 
THE INVISIBLE” in our last issue (No. 
5) was written by Mr. Henry Roger. 
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FILM AUDIENCE TECHNIQUE 





PLENTY OF LIGHT FOR Notr-TAKING AND REFERENCE NeEEDsS as new and brighter still-picture 
projection is made possible through 1,000avatt illumination and a fast lens. 





Hammermill Paper Company Films 
Build National Goodwill, Sales 











& The Gift of Tsai Lun — Paper, a 16mm 
sound film sponsored by the Hammermill 
Paper Company almost two years ago, is still 
carrying its message to clubs, professional 
groups, and students all over the country. 

The Gift incorporated a good many of the 
advances in technique that have been made 
in sound, narration, and photographic effects 
of recent years. Because the final steps in the 
papermaking process are colorful, a conclud- 
ing sequence was filmed in Kodachrome. The 
Gift was a far cry from the company’s first 
film—a 35mm amateur production on inflam- 
mable stock done in 1918—in which the “ac- 
tors” were members of Hammermill’s sales 
and advertising departments. 

The Gift of Tsai Lun is educational in 
type and utilizes Hammermill’s position as an 
integrated mill to tell a complete papermaking 
story from forest to printshop. 


Hammermill films have been produced 
with the intent of creating good will and, in- 
directly, to create sales for the company’s 
product by picturing the mill’s high standard 
of manufacturing operations. These films are 
aJlso used in sales training programs by the 
mill’s merchant-distributors, to indoctrinate 
new employees, and to give visitors an under- 
standing of the papermaking process prior to 
an actual tour of the plant. Their educational 
content, which keeps advertising at a mini- 
mum, has made high school and college classes 
their largest audience. It has also made them 


popular with widespread general audiences 
throughout the country including advertising 
and printing groups, church groups, service 
clubs, and various business and professional 
organizations, 

Distribution of these films is handled from 
the mill itself, from the company’s own New 
York and San Francisco branch offices, by 
wholesale paper merchants who distribute 
Hammermill products, and through semi-per- 
manent loans to state universities and similat 
non-commercial film libraries. Except for the 
usual request that borrowers pay transporta- 
tion costs, distribution is free of charge. 


* * * 


Projection Without Total Darkness 


@ The unretouched photograph on this page 
-a short time exposure made without arti- 
ficial light—illustrates how Kodak’s new Mas- 
ter Model Kodaslide Projector ends the need 
for total darkness when projecting slides or 
transparencies. 

Although sufficient light came from the 
conference room windows to permit the audi- 
ence to take notes, and to permit making this 
photograph, the screen image stands out 
clearly. 

Secret of the Master Model’s ability to pro- 
duce clear screen images under such condi- 
tions lies in the fact that the projector delivers 
more light to the screen than any other pro- 
jector ever created for 2 x 2 slides and trans- 
parencies. This is made possible through the 
use of a 1000-watt projection lamp and ex- 
tremely “‘fast’’ lenses, coated with a micro- 
scopically thin layer of magnesium fluoride to 
increase light transmission. 
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HIS PERIOD once again demonstrates 
the versatility of the visual medium. 
Motion pictures and _ slidefilms pro- 
duced by business and industrial companies 
range from oil, rubber, communications and 
other major industries through to the train- 
ing of “car hop” waitresses on the West Coast. 
There's a definite proven trend toward pro- 
erams rather than “one shot” films in all lines 
of business. The steadying influence of this 
movement is felt in better utilization by spon 


sors as well as in the studios which serve them. 


PROGRESS THRU PRECISION 


| Sponsor: Western Electric Company. Film: 
Precision Measurements. Producer: Wild 
| ing Picture Productions, Inc, 
* ‘Laking as its premise Lord Kelvin’s state 
ment that “progress starts when man learns to 
measure his observations and direct his actions 
by measurement,’ Western Electric's latest 
| film demonstrates modern man’s day to day 
dependence on metrology, the science of mea- 
surement. Actual “‘stars’” of the film are the 
incredibly precise sets of telephone test equip 
ment manutactured by the sponsor. 
Synopsis: Precision Measurements opens with 
a brief look-back into the early days of tele 
phony when the performance of telephone 
sets was tested by ear. The scene changes to 
the Western Electric factories where electron 
instruments test equipment with a precision 
far beyond the power of the human eye ot 


ear, Ultra-precise measuring instruments are 


1g 
shown to be the basis for present day quantity 
manufacturing and, in the case of Western 
Electric, to result in better service for the tele- 
phone subscriber. 

Technical Notes: Precision Measurements is 
black and white sound motion picture avail 
able in both 16mm and 35mm forms. 
Distribution: The film will be distributed 


through the operating telephone companies 
of the Bell System. 





Scenes from the Associated Merchandising supervisory film 


DEVELOPING STORE LEADERS 


I'S A SIGN of an unusually valuable 
training film when many commercial 
and industrial organizations prevail up- 

on its private owner to make the picture 
available to them. That's what happened 
alter word got around among training execu- 
tives about /t’s Up to You, the Associated 
Merchandising Corporation’s new supervisory 
development film, 

For several months the twenty-three depart- 
ment stores affiliated with the Associated Mer- 
chandising Corporation have been using /t’s 
Up to You with great success in their super- 
visors’ and executives’ development programs. 
But, while the picture was made for their 
exclusive use, word of its unique qualities was 
passed around among training executives with 
the result that many of these outsiders re- 
quested that A.M.C. relax its policy and make 
the picture available generally so that other 
companies could obtain its advantages. Aware 
of the sincerity of these requests, A.M.C, de- 
cided to release the picture as a contribution 
to the general field of supervisory training. 

Ihe unusual feature of the picture lies in 
the fact that, although it falls in the general 
category of “training films” it does not teach. 
Ihis paradox was deliberate because the Com- 
mittee of A.M.C. ‘Training Directors, which 
was responsible for the picture, was of two 
definite opinions: first, that it is impossible 
to “teach” men and women to become super 
visors and executives in “one easy lesson” 
through a motion picture; second, the greatest 
value of a visual aid in the executive develop- 
ment field is its power to motivate the 
audience to action and open minds to future 
development, The assignment to develop a 
“motivator” was not an easy one, but the com- 
mittee headed by Miss Georgia Wittich, train- 
ing director at Stix, Baer & Fuller, St. Louis, 
Missouri, tackled the job. 


Although motivation is the main intent ol 





“It's Up to You” reviewed below. 


It's Up to You the characters and episodes 
are carefully constructed so that they provide 
a basis for follow-up conferences and discus- 
sions among supervisors and executives. It is 
in these groups that conclusions regarding 
attitudes and methods are developed—the pic- 
ture does not do the thinking for the audience. 

Like the first A.M.C. picture, More Powe? 
to You, Its Up to You is the product of a 
committee of training directors, each of whom 
is well-informed in the general field of visual 
aids, The final shooting script was prepared 
by F. Burnham MacLeary, of Caravel Films, 
Inc., who were also the producers. 





MIRROR INDUSTRY PROGRAM 





Sponsor: Mirror Manufacturers Association. 
Slidefilm: /t’s Done With Mirrors. Pro- 
ducer: Wilding Picture Productions, Inc. 

* It’s Done With Mirrors, a sound slidefilm 

in color illustrating attractive and utilitarian 

use of mirrors in modern interior decoration 
schemes and providing interesting non-techni- 
cal information on their manufacture is now 
being made available to department stores, 
retail furniture outlets, and interested women’s 
groups by the Mirror Manufacturers Associa- 
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tion, Chicago. It is the mirror industry's first 
use of audio-visual media in its public rela- 
tions or sales program. 

The Mirror Manufacturers Association, ac- 
cording to Minita Wescott, executive secretary, 
has long felt the need for closer contact with 
the “ultimate consumer of its product and 
chose the sound slidefilm medium as the best 
and most efficient method of obtaining the 
desired result. 

While primarily intended for: showing to 
customers in department stores and furniture 
houses, Jt’s Done With Mirrors can also be 
used as a training demonstration in the proper 
selling of mirrors. At consumer showings it 
is planned to distribute sales promotion leaf- 
lets illustrating scenes from the film. 
Problem: To obtain closer contact between 
consumer and manufacturer and to provide 
information concerning new and unusual ways 
of using the product, thus stimulating sales. 
Solution: A multi-purpose sound-slidefilm 
combining non-technical data on the mirror 
manufacturing process with scenes illustrating 
their use in creating bright modern interiors. 
Synopsis: A young woman narrator “takes” 
her audience through a series of tastefully 
decorated rooms—much as a housewife show- 
ing visitors her new home — explaining how 
mirrors have been used to enhance and em- 
phasize the interior decoration schemes. A 
series of before-and-after frames illustrate use 
of mirrors in giving the illusion of depth to 
small rooms and in bringing light into poorly 
illuminated ones, etc. Frames showing novel 
and imaginative uses of mirrors are also 
included. 

An important feature of the slidefilm is 
that all but fifteen of the interiors shown are 
actually “lived-in” rooms in consumers homes 
and apartments — not artificial studio sets. 
These interiors include living rooms, entrance 
halls, dining rooms, kitchens, bedrooms, and 
baths, and are alternated with a few scenes 
describing various parts of the manufacturing 
process. 

Technical Notes: 35mm sound-slidefilm in full 
color. 133 frames; running time: 20 min. 
The interiors were chosen by Marc T. Neil- 
sen, Chairman of the Board, American Insti- 
tute of Decorators. 

Distribution: Initially it is planned to circu- 
late It’s Done With Mirrors to department 
stores and retail furniture outlets, but it will 
also be made available to church groups, 
women’s clubs, interior decorators, etc. For 
further information write: Executive Secre- 
tary, Mirror Manufacturers Association, 2217 
Tribune Tower, 435 N. Michigan, Chicago, II. 


Case Histories for Next Month 


* In these pages next month, the Editors 
bring you case histories of new visual pro- 
grams for Crown-Zellerbach Corporation 
(paper); South Bend Lathe Works (machine 
tools) ; Standard Oil Company of California 
(oil); and many others of technical interest. 

One of the most comprehensive sales train- 
ing programs of the past decade is the Good- 
year Tire & Rubber presentation of its prod- 
ucts and their sales potentials (produced by 
Wilding Picture Productions) . 
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SHELL PETROLEUM SERIES 





NDER THE SERIES title This Js 
Oil the Shell Company is preparing 
seven informational motion pictures 
to cover all phases of the petroleum industry. 

Designed for consumer showings, the series 
will be a film presentation of the history of 
the oil industry, and facts about its place and 
importance in modern economy. The films 
will be without extensive Shell product plug- 
ging, and so will be acceptable to schools and 
to all general audiences. 

The series is a logical outgrowth of the 
experience of the Shell Company in film use. 
Having had very satisfactory results with the 
public relations’ value of individual films in 
the past, company officials realized the follow- 
up and continuing contact values of a co- 
ordinated film program and made plans ac- 
cordingly. 

Prospecting for Petroleum was the first film 
in the series to be completed. A 23 minute 
Technicolor picture, it was produced by 
George Pal Productions, Hollywood, using 
the Pal “puppetoon” technique of three di- 
mensional miniature animation, 

This is the first adaptation of puppetoon 
animation to the commercial film field in this 
country, although Pal’s first entrance into 
motion pictures was via advertising shorts in 
European theatres. 

The subject of Prospecting for Petroleum 
is the history of man’s search for oil deposits, 
from the first crude guesswork of divining 
rods, to the application of modern instruments 
for exploring the earth’s crust with highly 
developed technical instruments. 

Oil was first located and drilled for only in 
spots where surface leakage betrayed its pres- 





**Pros- 


HERE'S THE MEDICINE SHOWMAN from 
pecting for Petroleum.” In the middle 1800's, 
he and others like him toured the countryside 


ence. Later, the type of land conformation 
that suggested oil pockets below was explored, 
usually with test wells. Today, special instru- 
ments like the gravimeter are used to plot the 
underground formations. But pointed out by 
the film is the fact that still all that can be 
determined by the most effective scientific 
measurements is the comparative likelihood 
of finding oil, not the certainty. And the lo 
cation of petroleum reserves is an important 
and difficult job requiring constant research 
and development. 

Subject matter of the film is presented in an 
(CONTINUED ON THE NEXT PAGE) 


‘TECHNICIANS ARRANGE MINIATURE MODELS for the medicine show scene in “Prospecting for 


Petroleum.” 


The tiny “actors” were only a few inches high, the sets no larger than a kitchen 


table. To achieve the illusion of motion, cameramen had to take separate pictures of each 
step involved in the moving of an arm, leg or head, using a special camera. 

































Case Histories: continued 


(CONTINUED FROM THE PREVIOUS PAGE) 


entertaining style. Introductory sequence es- 
tablishes the importance of oil products to all 
phases of modern life. Historic events in 
petroleum development are re-enacted by Pal 
puppets. Geological structure of the earth's 
surface is illustrated by animated cut-aways of 
underground strata, and the operation of the 
scientific tools for underground exploration is 
graphically presented in a way that no other 
medium of factual presentation could do as 
successfully. 

This first film is entirely animation, Othe 
films in the series will use both animation and 
live action as the subject matter dictates. Sec- 
ond picture, now in story board form at the 
Pal studio, will be called “Birth of an Oil 
Field.” Subsequent films will deal with other 
special phases of petroleum operations, 
Distribution of the films is handled by the 
Shell Oil Company Public Relations Depart- 
ment, San Francisco, Requests for individual 
showings or permanent school loans should be 
addressed to this department or channeled 
through Shell’s local offices. 


TRAINING SERVICE HELP 


Sponsor: Robert C. Wiant Enterprises. Film: 
Car Hop. Producer: Robert Allen Pro 
ductions. 

*% Problem: To attract the right type of girl 

to jobs as waitresses, or “car hops,” in drive 

in restaurants, and to give them the basic 
instruction in the “dos and don'ts” of the 
business. 

Solution: A 25-minute color film which does 

a good job of making this type of work attrac- 

tive—also showing right and wrong ways of 

serving the customer. 

Synopsis: The film tells the story of Eve, the 

kind of girl who makes a good “car hop,” 

from her application for the job through her 
training period to her “graduation” as a good 
example of efficient and courteous service. 
One sequence shows Patsy, a flippant, talk 
ative, gum-chewing horrible example of what 

a car hop shouldn't be, while the continuing 

story of Eve shows the qualities and methods 

necessary for good serving. 

Technical Notes: The film is well produced 

and is accomplishing its purpose. Sound, 

color, photography are all very good. It was 
written and directed by Alfred Smalley; 


photography by Bill Wooten on the l6mm 
Mitchell camera; direct 16mm sound record- 
ing and color printing by Telefilm. 
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In production on a Payne Furnace Co. film. 


FILMED SALES CONVENTION 





Sponsor: Payne Furnace Company, Beverly 
Hills, Calif. Titles: Sell ’em Right!, In- 
stall ’em Right! Producer: Rockett Prod. 

* Problem: Finding that an annual sales con- 
vention for all distributors, dealers and sales- 
men was a mighty expensive proposition, not 
to mention the fact that cramming all the 
necessary sales information into a few conven- 
tion sessions often left too few lasting impres- 
sions, the Payne Furnace Company decided 
on a series of sales training slidefilms to do 
the same job. 

Now, the sales conventions need be attended 
by only a few key men from each territory, 
while the sales training program is being 
carried directly to every salesman in a most 
effective manner. 

The first two films of the series, Sell "Em 
Right! and Install ’Em Right! produced by 
Rockett Productions, Hollywood, are 15 min- 
ute, approximately 75 frame films, each de- 
signed to present a specific training lesson for 
the salesmen and field representatives of the 
Payne dealers. 

Early reception of the slidefilms has been 
excellent and Payne Company officials are 
sold on the value of these film aids to their 
training program. 


SERVICE STATION SELLING 





Sponsor: Warner-Patterson Company, Chi- 
cago. Film: Double Take. Producer: The 
Calvin Company, Kansas City. 

* Problem: When a car rolls into a service 
station these days and the driver fires the 
familiar words, “Fill ‘er up,” at the attendant, 
he wants more than gasoline—he wants per- 
sonal attention, too. During the war the 
customer was happy with his limited gasoline 
quota, but now, with wartime shortages van- 
ishing, the service station operator has to 
work to make a go of his business. 

In sponsoring Double Take, the Warner- 
Patterson Company wanted to relay such 
wordly wisdom to unsuspecting service station 
attendants without making the message sound 
like a cold, impersonal sales manual. 
Solution: To solve the problem which was 
posed because of this situation, Calvin hit on 
an idea—incorporate the message into dia- 
logue and let the service station operator's 





A scene from the film “Watts in Glass.” 


conscience or better judgment show him his 
mistake, 

Synopsis: The story evolves around the solu- 
tion that was advanced. Clever dialogue is 
used in an attempt to drive home to the 
service station operator the ways he can double 
his profits and improve his business. 
Technical Notes: The film is in full color, 
sound, and features double-exposed pho- 
tography. 

Distribution: Double Take will be shown to 
service station personnel throughout the 
nation, Several large oil companies have also 
expressed wishes to obtain prints of the film 
for showings to their own personnel. The 
Warner-Patterson Company, 920 South Michi- 
gan Avenue, Chicago 8, is handling distribu- 
tion. 


GLASS PRODUCT PICTURE 








Sponsor: Owens-Corning Fiberglas Corpora- 

tion. Film: Watts in Glass. 
* As its title implies, Watts in Glass is an 
explanation of those qualities in glass fibers 
which have led to their growing use in electri- 
cal insulation. The picture is designed to 
interest engineers, manufacturers, and users 
of electrical equipment, as well as repair shop 
men and others associated with the electrical 
industry. 


Synopsis: Answers to the solution of problems 
concerning the maintenance and performance 
of electrical equipment are supplied by nu- 
merous sequences showing Fiberglas-insulated 
products operating under severe conditions of 
high temperatures, high humidity, corrosive 
fumes, and overloads. A parade of glass ob- 
jects, including the original Edison light bulb, 
is shown to demonstrate how glass has con- 
tributed to the harnessing of electricity. Other 
scenes include spectacular shots of traveling 
cranes in a Pennsylvania foundry that carry 
10-ton ladles of molten metal from furnaces 
to molds. 

Technical Notes: Watts in Glass is a 16mm 
sound-and-color motion picture with a run- 
ning time of 25 minutes. To shoot the film, 
the camera crew traveled more than 10,000 
miles and visited 22 locations. 

Distribution: Arrangements for showings can 
be made through Owens-Corning Fiberglas 
Corporation, Film Department, Toledo 1, 
Ohio. 
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WATCH FOR THEM! 
THE NEW DeVRY’S 





D esigned and built to the exacting 
specifications of audio-visual spe- 
cialists who asked fora . 


professional 16mm 
sound-on-film projector 
for the Salesroom, 


Classroom & Auditorium 


The newest DeVRY projector is: 
(1) SMALL — 
Compoct as a portable typewriter 
(2) LIGHTWEIGHT — 
Easy to carry as a portable radio 
(3) TOP QUALITY — 
Finest of materials and workmanship 
(4) PRICED RIGHT — 
Fits the most modest budget 
DeVRY engineers designed them. 
DeVRY craftsmen built them. These beau- 
tiful, efficient and durable 16mm. sound- 
on-film projectors reflect DeVRY’s more 
than 34 years of motion picture equipment 
inventive and development experience. 
Into them has gone the same craftsman- 
ship that builds DeVRY 35mm. projectors 
and amplifiers, which are doing so much to 
produce “the perfect show” in the world’s 
finer theaters. 
These new DeVRY professional 16mm. 
sound-on-film projectors are on the way 
to you. Watch for them. Wait for them. 


DeVRY Corporation 
1111 Armitage Avenue 
Chicago 14, Illinois 


Send me without obligation, latest information 
on DeVRY 16mm. Projection Equipment. 


Name 
Address 


City State 








In Canada contact Arrow Films Lid. 
1115 Bay St., Toronto 5, Ontario 





SPECIALISTS IN MOTION PICTURE EQUIPMENT SINCE 1913 
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FILM FOR LATIN AMERICA 


Sponsor: American Home Products Corpora- 
tion. Film: The White Guard. Producer: 
Ted Eshbaugh Studios, Inc. 

* For over forty years the Kolynos Company 
and its successor, the American Home Prod- 
ucts Corporation, have been engaged in edu- 
cational work in foreign markets. Very few 
other companies have done as much in this 
line, especially in Latin America. 

Twenty-five years ago the first Kolynos film, 
silent, was released for showing in Latin 
America. Since then a succession of pictures 
has been regularly supplied, all devoted to 
the advancement of dental hygiene in the 
home. Many of these films were silent, and 
some are still in use in remoter regions. How- 
ever, as sound machines are becoming more 
and more available, sound films probably 
reach the bulk of Kolynos audiences today. 

Before the war, the need for a new film 
especially for educational use was recognized, 
but just as plans were materializing the war 
began and production was shelved for the 
interim. In 1945, however, the outline for 
The White Guard was revived, and produc- 
tion began the following year. 

Technical Notes: The White Guard is a 

delightful fantasy, photographed in Koda- 

chrome. Animation is excellent, both for 
motion and for elaborate background work. 

Distribution: The White Guard will be dis- 

tributed on as large a scale as possible. Prints 

in Spanish and Portuguese have been sup- 
plied to all Kolynos distributors in Latin 

America. Distribution in the U.S. and in 

other countries is under consideration now. 

Ihe film is suitable for all types of audiences, 

both juvenile and adult. Distributed with the 

film are booklets containing a picture story of 
the movie printed in four color. 
* oe . 

Ihe plan and execution of The White 
Guard originated on the desk of W. I. Shugg, 
advertising manager of American Home Prod- 
ucts foreign division, and formerly advertising 
manager of Kolynos. 

In an interview recently, Mr. Shugg told 
us that: “The use of educational films has 
been a major factor in building Kolynos sales 
in foreign markets. 

“We have been carrying on this program 
for 25 years in Latin America and in many 
other countries as well. In fact, one film 
released before the war had nine language 
versions, 

“At present, we have probably as good a 
distribution system for our films as it is pos- 
sible to get. It isn’t perfect, and it involves 
a lot of mechanical handling problems that 
we'd just as soon not contend with, but as 
there is no distribution agency we know of 
set up to do the job right, we have had to 
develop our own system. This varies a good 
deal in each country, and is supervised by our 
representatives on the spot in each locality. 

“We get a lot of fine cooperation from both 
national and local educational and health 
authorities. We know that a picture like The 
White Guard is not only a good business 
proposition for us, but it really fills a need. 





A scene from “Winning Seals of Approval” 


GAS RESEARCH STORY 


Sponsor: American Gas Association. Film: 
Winning Seals of Approval, Producer: 
Wilding Picture Productions, Inc. 

* Founded in 1919, the American Gas Asso- 
ciation is a non-profit organization of mem- 
ber companies in the gas industry. Besides 
acting in the capacity of research, public rela- 
tions, and merchandising counsel for the 
industry, the association conducts elaborate 
testing laboratories to insure that standards 
of workmanship in gas appliances are being 
maintained. 

Winning Seals of Approval is an exposition 
of the activities and methods of the testing 
laboratories designed for showings to schools 
and women’s clubs. 

Synopsis: The film's protagonist is an off-stage 

voice who views the many new features of 

modern gas ranges with a “Well, what do 
you know about that!” type of expression. 

Constantly amazing this character are such 

wonders as automatic timing, glass wool insu- 

lation, complete safety from monoxide, safety 
pilot lights, and accurate temperature control. 

Technical Notes: Winning Seals of Approval 

is 18 minutes in length, photographed in 

commercial Kodachrome. 

Distribution: Via Modern Talking Picture 

Service to schools, clubs. Member gas com- 

panies will use prints for local promotion and 

educational purposes. 








STONE INDUSTRY FILM 


Sponsor: Indiana Limestone Institute. Film: 
The Nation’s Building Stone. Producer: 
Burton Holmes Films, Inc. 

*% The Nation's Building Stone was sponsored 

by the Indiana Limestone Institute for the 

purpose of educating audiences to the advan- 
tages and benefits of using Indiana oolitic 
limestone in all types of business construction. 

A secondary purpose was to provide enough 

background and semi-technical material to 

make the film useful in elementary architec- 
tural classes in colleges and engineering 
schools. 

Technical Notes: The Nation’s Building Stone 

is a 16mm black and white sound film with 

narrative voice and musical background used 
throughout. 22 min. running time. 

Distribution: By Indiana Limestone Institute, 

Bedford, Indiana, for general circulation as 

well as to architectural schools and colleges. 
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We Have to Know Your Problems Before 
We Make a Picture for You 


e BY DICK WESTEN, PRODUCER-DIRECTOR, BELMONT PICTURES INC. e 


E HAVE a street car, a bus and 
a trolley coach operator on our 
"staff — not that we're planning 
on starting a Transit Company. We 
have just finished a 16mm color film, 
“It's a Big Job,” the first picture in a 
series for the Los Angeles Transit Lines. 
They are a big organization and like any 
other they have their own particular 
problems. We could see some of these 
problems from the outside, but we didn't 
understand all the factors involved until 
we had made an inside study of those 
problems. As a result of his thorough 
research, one of our men is now a full 
fledged transit operator. 

In recommending motion pictures for 
this client, we could have gone to him 
and said, “We know you have problems 
here and we think we can help you 
clear them up with a motion picture 
—or a series of motion pictures.’ Many 
commercial film producers did just that 
and they quoted prices ranging from 
$500.00 to $25,000.00 for the finished 
picture. ‘They were asking the Los An- 
geles ‘Transit Lines to spend as much 
as $25,000.00 on a picture without hav- 
ing any clear idea themselves what that 
picture would encompass. 


DIAGNOsIS NECESSARY 
Naturally, they were turned down. 
No legitimate doctor will diagnose a 
man’s maladies or prescribe for him un- 
til he has examined the man and knows 
the history of his symptoms. And before 


Operator starts training on dummy controls 





NUMBER SIX * VOLUME EIGHT * 1947 


we can make recommendations for a 
film program for any company, we have 
to gain a knowledge of their special 
problems and the causes. That is how 
we approached the Transit Lines. We 
went in and said, “We know you have 
problems here. We feel that we can 
help you, but before we suggest films 
to you, let us put one of our research 
men in here to study your problems.” 
They agreed to this. 
ANALYSIS MADE 

To all intents and purposes, the man 
was a new employee, going through the 
training necessary to become an oper- 
ator of street cars, busses and trolley 
coaches. No one except the executives 
knew his connection with us. He stayed 
there a number of weeks, absorbing 
everything possible about the business 
and the problems under study and get- 
ting the reactions of everyone with 
whom he came in contact. When he com- 
pleted his research, we had an insight 
to the problems of the company that we 
could have gotten in no other way. 

PROGRAM QOUTLINED 

With it, we were able to analyze, plan 
and go back to the executives and say 
“Here are the causes we found, and 
here are our recommendations, and here 
is how films will help alleviate the 
trouble.” The executives felt it was 
the most comprehensive analysis’ of that 
phase of their business that they had 


ever seen. It was not only concerned 


Rough edges are removed on practice track 





ADVERTISEMENT 









See 


with the application of films, but in- 
cluded recommendations on all aspects 
of their training problems and the uses 
of other audio-visual materials. ‘hey 
had no hesitation about going ahead 
with the recommended film program 
because they knew our inside knowledge 
of their problems would enable us to 
do the best possible job. 

RESEARCH MEANS Best PicTuREs 

Client research is a basic part of Bel- 
mont Pictures’ service. We feel that it 
is the only way to do the job, because 
when we have completed the research 
we have the knowledge of what your 
organization needs, we can explain that 
in terms of your business, and you are 
assured that the money you put into 
your training, education, public and 
industrial relations films will bring you 
the greatest returns. 

Our PLANS FOR You 

We would like to tell you more about 
our plans for client research, how a sur- 
vey may be made to determine what 
can be done effectively for you with a 
film program and how it can be built 
into the over-all plans of your company. 
Call or write us any time at Belmont 
Pictures, 6063 Sunset Blvd., Hollywood 
28, California, Telephone Hillside 0228. 
If you would like to see the Transit 
Lines’ first film, /t’s a Big Job, just 
mention it-and we will bring a print 
along. 


First passengers on operator's solo run 
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The NEW 


VICTOR LITE-WEIGHT 
makes LIGHT WORK of 
Audio-Visual Training . . 


@ Attractive, Single Unit Aluminum Case. 

@ 52% Lighter in Weight (34 Ibs. Complete) 

@ 69% Smaller in Size — but takes full 2000 ft. reels, 
@ Economically Priced. 

Designed especially for the innumerable uses of busi- 
ness training, the ‘‘Lite-Weight" is as versatile as it 
is portable. Demountable specoker; clutch controlled 
rewind; sound, silent and still projection; safety film 
trip, standard 750-watt illumination; and many other 
features all combined in one case with ‘Walkaway 
portability.” 


PTET, 


Swank WoTION PICTURES ino 


614 NORTH SKINKER BLVD 
SAINT LOUIS 5. MO 


The Fonda 


Top-Friction Dri 


eliminates 
film slack 


. 


THE STORY OF ALUMINUM 

Sponsor: Reynolds Metal Company. Film: 
Pigs and Progress. Producer: Reynolds 
Photographic Department. 

* Over 8% of the earth’s crust consists of 

aluminum. It is the most common of all 

metals in its natural state, more than twice as 

abundant as iron. 

But, whereas iron and copper ores have 
been easily reduced to usable metal for thou- 
sands of years, pure aluminum, until the past 
fifty years, has been a rarity. Even now, 
although it is well established, new scientific 
applications are constantly being found for 
aluminum, and the light, firm metal is taking 
the place of other metals for countless uses. 

A major reason for the late introduction of 
aluminum is the long expensive process neces- 
sary to convert it from ore (Bauxite) to metal. 
To make one ton of aluminum 20,000 kilo- 
watt hours of electricity are consumed. At 
Jones Mills, a Reynolds plant, enough elec- 
tricity is consumed to supply a city of 600,000 
population. 


In the new educational film Pigs and Prog- 
ress, Reynolds Metal shows where bauxite is 
found, how it is converted to alumina, and 
eventually to pure aluminum pigs. It tells of 
the thousands of new ways aluminum is being 
used to provide beauty, less weight, and great- 
er strength per pound in such commodities as 
shingles, Venetian blinds, boats, golf clubs, 
furniture, freezers, ranges, radios, etc. 

Pigs and Progress also points out the value 









of competition in reducing raw aluminum 
prices. Reynolds, which began operations in 
1941, was a war baby, fathered by fat govern- 
ment contracts. It was Alcoa’s first large ¢éom- 
petitor. Now, with peace time merchandising 
problems to meet, Reynolds is striving to hold 
its place against potent Alcoa competition, 
and keep its 57 plants in full production. 
Synopsis: After a few scenes showing new 
aluminum products in use, Pigs and Progress 
consists of detailed description of aluminum 
mining and reduction in Arkansas and Wash- 
ington state. 

Technical Notes: Photographed in Koda- 
chrome under direction of Leonard Shafitz, 
head of Reynolds motion picture department. 
Musical score by Emil Velazco, Narration by 
Andre Baruch. Optical effects by Calvin. 
Distribution: Under consideration. Suitable 
for clubs, schools and business groups. 


Film slack is the number one problem in 
film developing. Fonda’s patented drive 
mechanism completely eliminates this 
problem ...making the Fonda developer 
the most efficient and most economical yet 
designed. Stainless steel construction... 
almost any speed range... processes 
any type film: 35mm, 16mm, black 
and white, positive, negative, 
reversal or microfilm. 





descriptive booklet: 


Compare the Fonda machine with 

any other make by sending for your 

complimentary copy of the new 

illustrated booklet giving complete 
| 


Send for FREE | 
| 






details of the Fonda Film Processor. 
Address Fonda Division, Solar 
Aircraft Co., 2222 Pacific Highway 
San Diego 12, Calif. 


Patented Top-Friction Drive Mechanism 


FONDA FILM PROCESSING EQUIPMENT DIVISION 


SB fa fe STAINLESS PRODUCTS 


San Diego 12, Calif... .60 E. 42nd St., New York 17, N. Y. 
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New Highway Safety Film 
Released by Aetna, Hartford 
*% Release of a unique new 
highway safety motion picture 
titled Live and Let Live has 
been announced by the Aetna 
Casualty and Surety Company 
of Hartford, Conn. 

The 16mm _ color sound 
film, demonstrating ten of 
the leading causes of accidents 
in the country today, was pro- 
duced in the Aetna home 
office motion picture studio 
and three-dimensional anima- 
tion—a technique entirely new 
to traffic safety educational 
motion pictures—was used in 
its filming. 

In making the film, minia- 
ture sets—entire towns, multi- 
ple-lane highways, railroad 
sidings and grade crossings, 
lakes and rivers, traffic lights 
and warning signals — were 
painstakingly constructed by 
the Aetna’s motion picture 
staff. 

The camera follows the ac- 
tion from above to show with 
panoramic effect how  acci- 
dents happen, why and how 
to avoid them. As a result, 
the audience can see the cause 
and effect of unsafe driving 
practices and the reason for 
each safety suggestion more 





clearly than would be possible | 


through any other technique. | 


To produce movement of 
the sets, entire traffic se- 
quences were planned in de- 
tail and graduated distances 
figured mathematically. Then, 
tiny trucks and automobiles 
were moved manually, at 
times less than a quarter of 
an inch, and a single frame of 
motion picture film was ex- 
posed. In the finished film, 
the model vehicles move ap- 
parently under their own 
power. 

Prints of the film Live and 
Let Live are made available, 
free of charge, by the Aetna 
as a public service to all pub- 


lic organizations for specific | 


showings, and may be request- 
ed through any Aetna agent 
or from the Public Education 
Department of the Aetna Cas- 
ualty and Surety Company in 
Hartford, Conn. 

New Sports Film Guide 

@ More than 800 sound mo- 
tion pictures and filmstrips 
are concisely reviewed (and 
sources provided) in the new 
Sports & Recreation Film 
Guide recently prepared by 


‘the Editors of Business SCREEN. 
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-E LAMPS | 


help both camera and projector tell it better! 


--let 


No. 2—30¢ RSP-2—$1.10 





G-E PHOTOFLOODS for taking pictures 


Their brilliant, high-efficiency light is always 
great help . especially when there’s any 
question of over-loading lines. Handy new re- 
flector-type lamps come in two beam spreads: 
wide, flood spread (Reflector Photoflood RFL2); 
narrow photospot beam (Reflector Photospot 
RSP-2) with 7 times the light or same light same 
coverage at 3 times the distance. (A good lamp 
for special effects) Ask your G-E lamp supplier. 


G-E PROJECTION LAMPS for showing them 


Now readily available in ALL SIZES. And it pays 
to insist on G-E... to be sure of: 

@ More light 

@ More uniform screen brightness 

@ Uniformly dependable performance 

e@ Constant lamp improvement and development 
Don’t let a burnout spoil your show . . . get a 
spare G-E projection lamp for emergencies. 














Remember... for every photographie purpose 


G-E LAMPS 


GENERAL @ ELECTRIC 





No. 5 











BUSINESS SCREEN'S READER SERVICE FACILITIES AT THE CHICAGO OFFICES 


Reference books, manuals and personal data on films, pro- 
duction sources and equipment lines may be obtained on 
request from the Chicago headquarters offices of BUSINESS 


SCREEN now located at 812 North Dearborn Street, Chicago 
10, Illinois. Orders for books will be filled promptly as a 
part of this complete reader service bureau. 
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{ scene from “Everybody Benefits” 


TRAINING FUND RAISERS 


*% kLverybody Benefits, Everybody Gives, is 
a new sound slidefilm produced by the Jam 
Handy Organization for Community Chests 
and Councils, Inc. Designed to train the 
Community Chest representatives who will 
make collections in factories and industrial 
plants this fall, the slidefilm will also be 
screened for company chairmen of the Drive, 
showing them how their work paves the way 
lor the solicitor’s success. 

Opening with an initial interview between 
Community Chest representatives and com 
pany executives, the 15-minute film shows the 
appointment of the company chairman, a 
representative plant committee, and how the 
chairman and committee plan their campaign 
We see Jack Brendt, a typical factory worker, 
learning the story to tell, practicing his “sales” 


talk, and then trying it out successfully on 
a fellow worker. The film points out how 
Jack avoids pitfalls in his approach to pros 
pects, and gives four easy sales steps to lx 
followed. 

Everybody Benefits, Everybody Gives, 
stresses teamwork among the various volun 
icers engaged in the campaign, gives valuable 
publicity hints, and includes a quick general 
view of the types of Red Feather services sup 
ported by the Campaign. It closes with the 
reminder that Red Feather services are not 
charity, but rather services which benefit every 
member of the community by making it a 
healthier, safer, and better place in which 
1o live. 


INDUSTRIAL PRODUCT SALES 


Sponsor: Armstrong Machine Works. Film: 
Trapping for Profit. Producer: Burton 
Holmes Films, Inc. 

* Trapping for Profit is an educational-pro- 

motional film designed to give the lay audi- 

ence a working knowledge of steam trap 
operation, and to show the advantages that 
result from proper installation. 

Synopsis: A portrayal of the various uses of 

steam in industry is followed by examples of 

the dangers to men and equipment which 
result from lack of careful control of steam. 

The film shows how factories can greatly re- 

duce their losses through use of one of the 

sponsor's products: a steam trap which dis- 
charges condensate and air without permit- 
ting the escape of live steam. Through ani- 





mated drawings and a glass model, the action 
of the trap is clearly demonstrated. Manu- 
facturing operations, from the inspection of 
rough castings to the testing of the finished 
trap, are presented in a short trip through 
the Armstrong plant, Closing scenes depict, 
by animation, steam “short circuiting’ and 
how it is prevented by “unit trapping.” 
Technical Notes: Trapping for Profit is a 
l6mm black and white sound film utilizing 
both dialogue and narrative techniques, with 
a musical background for the opening and 
closing titles. Running time: 22 min. The 
film is also available with a Spanish sound 
track for distribution in Latin American 
countries. 

Distribution: Information regarding showings 
of the film can be obtained by writing to the 
Armstrong Machine Works, Three Rivers, 
Michigan. 





The 


8 Models 


MODEL J3 


with 300-watt 
projector 
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O. J. McClure Talking Pictures 


eemeee | 115 '2 WEST WASHINGTON BLVD. °® 


ICTUREPHONE 


Solves Your Every 
Sound Slide-Film 


Projection Problem 





Since 1937 


lines from 20 to 50 feet @ Speaker cables 50 feet @ Single or two- 






CHICAGO 7 


BUILT-IN or semovable speakers © Speaker sizes, 5-irch to 12-inch 
® Audience capacity up to 2000 © Three single-speed models @ Fiv> 
ducl-speed models 
switch @ Four models wiih buil!-in screen @ Four models with public 
address @ Two models with dual control @ Smallest to largest projec- 
tors @ Single or tri-purpose projectors @ Four models with projectors 
buil! in @ One model with projector compartment @ Three models with 
Projectors separate @ All mcedels have tone controls @ All models play 
16-inch records @ Seven models carry 16-inch recerds @ Ore model 
carries 12-inch records @ Five models have Auto-Weight Pickup ®@ 
Built-in or removable needles @ All models have outlet for addi- 


tional speaker @ Three models superior music record players @ Power 


case construction @ Seven models convertible from AC to AC-DC @ 
One straight AC model — protected from DC damage ® Two models 


convertible to greater volume. 












@ Three models with separate motor starting 
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Movie Film Standards 
Announced by Association 
@ Five’ revised national 
standards in the field of 
motion picture films are now 
available to the public, P. G. 
AGNEW, vice president of the 
AMERICAN STANDARDS Asso- 
CIATION, has announced. 
They include cutting and 
perforating dimensions for 
8mm motion picture nega 
live and positive raw stock, 
16mm silent motion picture 
negative and positive raw 
stock, 16mm sound motion 
picture negative and positive 
raw stock, and 35mm motion 
picture positive raw stock. 
Also included is a revised 





standard for dimensions for 
16-tooth 35mm motion pic 
ture projecture — sprockets. 
Ihe standard has been re 
vised with the purpose ol 
lengthening the life of mo 
tion picture release prints in 
theaters throughout the 
world. 








Ihe committe in charge ol 
the revision known as Z22 


Just compare these 1937 and 1947 prices on pop- Da-Lite Research sets the pace ... . as with the 

was under the chairmanship ular sizes of Da-Lite’s widely-used Challenger and internationally-famous New Challenger, offering 
of C. R. Kerru of the West Model B Projection Screens! exclusive features that make it the greatest im- 
ERN ELectrRiCc COMPANY. The provement in screens in nearly four decades. It’s 
Society of Motion Picture | 1937 1947 PERFECT for PROJECTION! 
Engineers was the official MODEL & SIZE LIST PRICE LIST PRICE CHANGE @ruLty provectep © smant APPEARANCE All 
sponsor for the project. we pL acneccns a DOWP 21 SCREEN FABRIC with eta arts ichly- 
I € projec Ghatenge. .Seut8. .§ $ % New, ““No-Rub;’ Flat- Plated or in Finest 
* * * Model B.. ..30x40...10.00.......... 10.00..... NONE Back Octagon Case. “Wrinkle Finish.” 
Everlast Metal Products Challenger. .37x50. . .30.00 (39x52)...22.00..... DOWN 26% a —— ty ae @ PICTURES ‘COME TO 
; inert eR ompact storage an Lire!’’ On Premium- 
Shows Aluminum Picture Model B. . ..37x50. . . 12.50 (36x48)...14.00.....UP 12% Easy Handling. Quality Crystal Beads, 
@ Entertaining Is Fun. : Challenger. .45x60...45.00.......... 30.00..... DOWN 33'4% @LIGHTNESS PLUS Permanently Fixed to 
“16 : Pee STRENGTH Assured by Pyroxylin Base. 
new 16mm _ color-and-sound Model B. ...45x60...22.50.........5 20.00..... DOWN 11% 


New, Gable-Roof Leg 


lili sponsored by Everlast Design and Octagon @ GROOVED ROLLERS 























Metal Products Corporation, Quadrupled demand. Streamlined manufacturing Case. LS fk Bh he To 
manufacturers of aluminum | and assembly. Post-war tooling and new produc- @ SMOOTH, SIMPLE OP- Protect Its Perfect 
giftware and home accesso- | tion machines. Tripled plant area. Simplified de- ee Spromatie unin 
ries, is now being distributed — = ara aa sae see om No External Locking @ NEW, POLISHED TRIPOD 
<< nt ‘aii seceiieneadl manufacturing. These are the reasons Da-Lite, Devices—Sets Up in Feet Break-proof, Loss- 
club groups. | the leader since 1909, can bring you completely ald 10 Seconds, wee’ apa the 
Produced by Ben Parker Gi acapella tsa pre poemieadnghea al ty tin 
visiats oe ript by lack Yarmove, less. For price end perteemmamen, ask your dealer @ Plus many other features that make the Challenger 
aes ainet ateiis ie for Da-Lite—America’s Finest Projection Screen. America ya ovat dmg Screen for Movies... 
minutes and is narrated by Se eee ren sy iam 
Adelaide Hawley, radio and | 
newsreel commentator. 
Designed as an informa i 
tional-promotional picture, DA-LITE SCREEN CO., INC. CHICAGO 39, ILLINOIS 
Entertaining Is Fun portrays oe 
the varied industrial uses . REG. U.S. PAT. OFF 
of aluminum and_ follows 


the 
Corporation’s New York 
plant. 


es ee “World’s s Largest- “Selling Screen "tue 38 Years” 





* * * 


BUSINESS AND INDUSTRIAL READERS: USE OUR FREE REFERENCE SERVICES! 
@ THe Seconp Epitrion of 





_ >: @ Properly accredited company representatives Street, Chicago 10. Inquiries will be handled 
the Index of Training Films | Se eae * he Where iderable research i 
li han 2.000 | are invited to address source inquiries, reference promptly. vere considerable research is reé 
1OW e p y . . - : ET, A ae . = 
bj a requests and other needs to the Reader Service quired, time charge estimates will be supplied 
subjects for your shop ot Bureau of Business SCREEN, 812 N. Dearborn on request. Write for our publication lists. 
office training program. 
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Program Reviews 
and Promotional 
Background 





Detroit School Children 

Learn Safety on Television 

@ School children in the Detroit, 
Michigan arca are receiving in 
structions in safety by an entirely 
new method of teaching—the re- 
production of images and sound 
via the air waves . . . television 
according to an announcement by 
radio station WWJ, operating 
Detroit's television station, WW 
DT. 

In a recent experiment, tele- 
vision receiving equipment was 
installed in four widely scattered 
schools in Detroit, and an unusual 
safety program was telecast to 
an audience of several hundred 
youngsters. 

Feature of the program was 
the movie, “Priceless Cargo,” 
which was recently designated by 
the National Safety Council as 
the outstanding safety film of the 
year. Priceless Cargo, a dramatic 
18-minute, all-sound film pro- 
duced for the Superior Coach 
Corporation, Lima, Ohio, by the 
JAM HANDY ORGANIZATION, De- 
troit, emphasizes the need for 
safety-consciousness among school 
children, for adequate training of 
school bus drivers, and for the 
cooperation of motorists in com- 
plying with traffic regulations, 
particularly as they affect school 
bus traffic. The film further out- 
lines a constructive program to be 
taken by the public, civic groups, 
educators, and school bus manu- 
facturers. to insure greater safety 
in the transportation of the “most 
precious cargo” in the world—the 
nation’s school age youngsters. 

Rounding out the show was an 
interesting “chalk talk” on safety 
by a representative of Detroit's 
police department, whose talents 
as a cartoonist made his presenta- 
tion particularly impressive. 

The television experiment, 
which was pronounced a distinct 
success by city safety officials and 
teachers, as well as by technicians 
at WW]'’s television studio, was 
re-televised to a night-time audi- 
ence of approximately 2000 adults. 


| More News About Television 

@ As television sales warrant 
| and facilities increase, the Ed- 
| itors of Business SCREEN are 
| devoting increasing space to 
this important media phase. 
i 





\Bove: Tele-screening of the 
“Priceless Cargo” motion picture. 


Austrian Joins Foote, Cone 

@ Ravpu B. Austrian has re- 
signed as president of RKO Tele- 
vision Corporation to become 












vice-president in charge of tele- 
vision for Footer, CoNE & BELDING 
advertising agency. 

RKO’s television operations 
will now become a department 
of RKO Parne, INc. 


* * * 


@ GENERAL FILM PRODUCTIONS 
has completed the eighth in a 
series of film shorts for use on 
the Bristol-Myers television pro- 
gram, starring Tex McCrary and 
Jinx Falkenburg. 


Bergen Re-elected President 

of Academy of Television 

@ EpGar BERGEN, radio and screen 
actor, has been reelected presi- 
dent of the new Academy of Tele- 

























resson for bigh 
adunrial ourpet 
chan machine 
igh skill... 98"* 


reat economic and social 

forces flow with a tidal 

sweep over communities that 
are only half conscious of that 
which is befalling them. Wise states- 
men are those who foresee what 
time is thus bringing, and endeavor 
to shape institutions and to mold 
men’s thought and purpose in ac- 
cordance with the change that is 
silently surrounding them.” 


—Jobn Morley 








PATHESCOPE PRODUCTIONS 


The Pathescope Company of America, Inc. 


Pioneer in Industrial and Educational Films” 


580 Fifth Avenue, New York 19, New York 








News of Video 
Staffs, Monthly 
Video Events 





vision Arts and Sciences in Holly- 
wood. Until the recent formal 
election, Bergen had served as 
head of the organization on an 
interim basis since its inception 
in the latter part of 1946. 

Other elected officers of the 
Academy are: RAy Monrort, Los 
Angeles Times Television, first 
vice president; Eart Est, J. Wal- 
ter Thompson, second vice presi- 
dent; Don McNamara, Telefilm, 
treasurer; GAYLE GITTERMAN, 
MGM, corresponding secretary; 
Miriam Lane, recording  secre- 
tary; BARBARA FuRsE, secretary to 
the treasurer; and Dr. FERENZ 
Fopor, Audio Pictures, Academy 
secretary. 

Modeled along the lines of the 
Academy of Motion Picture Arts 
and Sciences, the Academy of 
Television Arts and Sciences is 
an organization for the advance- 
ment of television and the ex- 
change and correlation of in- 
formation in the video field. 


Florez, Inc., of Detroit 

Sets Up a Video Department 

@ In direct response to numerous 
inquiries and requests from ad- 
vertisers and advertising agencies, 
FLoreEz, INc., of Detroit has estab- 
lished a television department un- 
der the direction of CHARLEs E. 
SKINNER, whose experience in the 
field began in the experimental 
days of 1933. 

The department, which is al- 
ready in production on films 
especially adapted for telecast, 
was formulated because Florez 
wants to see advertisers, through 
their agencies, take full advantage 
of the opportunities offered by 
television, according to a state- 
ment by President Genaro Florez. 

Because of his recent experi- 
ence with television in New York, 
where he directed both live shows 
and films for telecast, Skinner was 
selected to serve in the consulting 
and producing capacity of the 
new department. 

Skinner produced commercial 
films for The Jam Handy Organi- 
zation prior to the war, and, while 
in the Army Pictorial Service, he 
produced training and morale 
films at the Signal Corps Photo- 
graphic Center, Astoria, Rhode Is- 
land. He is a member of the 
Screen Directors’ Guild and of 
the American Television Society. 
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HomEase Products Film 
On Water Softening Shown 


@ A new informational film e 
which tells the dramatic story 
of the manner in which soft —_— j 


water saves money and re- 
) on the New Maurer Camera and Sound Recorder 


duces household drudgery will 
be the spearhead of a nation 
wide accelerated sales cam 
paign on water softeners be 
ing launched by the HomEase 
Products Division of Bogue 
Industries, of Paterson, N. J.. 
it was announced today by 
Vincent F. Lamela, sales 
manager. 

































QB73 AAUAI230 NL PD=MINOCQUA ¥ <ctee 
eats MAURER AND MORLEY, J A MAUTE™ 


Y 
3701 31 ST LONG LSLAND CITY NY= 


, DAYS SHOOTING 

spat coer ty* y PRITCHARD, AND we 
= 6 Ts, EVIN 

RY STARRING JOH yan BOATS, 

“tous FOR SOUTHBEND BAI? aon LOCATION IN | 
“MOTORS, AND BALLBRAND RUBBER coMPr eR , Aut, KODACHRONE , 
e Ongin USING MAURER CAMERA AND PET” iy, 
ae OGUE. CAMERA AND RECORDER PERFO 
ALL DIALOGUE. 


N 16MM FIELD. 
ONGRATULATIONS To YOU FOR FINE CONTRI BUTIO 
¢ 


REGARDS= | 
3 & HERRICK HERRICK, PRESIDENT, 


HE! TED. 
HERRICK PRODUCTIONS Sion ai 

CARRADINE STU 164M ALSO PENNYAN. | 
ing problems and annoyances 


: rrou prs PATRONS CONCERNING 
ues : PPRECIATE SUOGESTIONS 
resulting from, but not always 


recognized as being caused by Exclusive features of the Maurer 16-mm Professional Camera 


hard water, are realistically 
portrayed. 





A 16mm_ production — in 
sound and color by Murphy 
Lillis, the film is stated «by 
Lamela to be the first of its 
type to be utilized in a sales 
campaign for water softening 
equipment, It is being dis- 
tributed by the company di 
rect to dealers tor showing at 


E SCHEDULE SUCCESS 
p THIRTY NIN 

CARRADINE, ST 
COMPANY, PEN 


their own sales meetings and 
at women’s club, lodge, fam- 
ily, school, P.T.A.. YMCA, 
and church gatherings in 
their respective — territories. 
Running time is 20 minutes. 

Lamela pointed out that by 
the skillful interpolation of 
demonstrations and factual 
information in graphic form 
into the “before” and “after” 
experiences of a typical family 
living in a hard water area, 
a dual dealer-general public 
appeal has been created with- 
out sacrifice of interest to ei- 
ther type of audience. Irritat- 








ae ae ae 235° Shutter — shoot with 1/3 less light. Clear Glass Viewing System—see directly through 
sound and color film has been the taking lens, even if stopped down to f/22. 
announced to the HomEase Critical Focusing System — you'll never shoot an- . ; 
dealer and distributor organi- other picture that’s not sharp. Automatic Fades—2-speed automatic fade device, 
zation in a 4-color. t-page 40 frames and 64 frames, as well as manual fades. 
brochure, | Largest and Clearest View Finder—anastigmat- 

Ta aie ically corrected coated optics, automatic parallax Gear-Driven Magazines — 200 ft., 400 ft., or 1200 
: . correction. ft. capacity. 

New Film Demonstrates 


Use of High Speed Camera 
@ Time Magnification, a new 


l6mm silent motion picture 
—— 


illustrating the use of high {} {]} r 
speed motion pictures to study ] Professional Motion Picture C ind 
swift, blurred, or transient ac- J A « * A u € t R f i A C e eer iam 














: ; : Recording Equipment for the Production of 
tion is available from the 3102 37th Avenue, Long Island City 1, N. Y. industrial, Educational and Training Films 
Eastman Kodak Company, 
343 State Street, Rochester 4, ee ee ee baa ofae a 
New York. 

Film shows riveting ma- BUSINESS FILM USERS VALUE THE AUDIO-VISUAL PROJECTIONIST'S HANDBOOK 
chine, high speed cutting tools Comments received from large business users of films and value in the field. Order copies today at $1.00 each from 
in operation, and an electric equipment who have supplied their representatives and Business Screen, Chicago 10. Write “% BOOKSHELF DE- 
welding arc, with latter se- | dealers with the Projectionist's Handbook indicate its PARTMENT, 812 North Dearborn Street, Chicago 10, Ill. 





‘ | 
quence in color. 
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OIL COMPANY SALES 





Sponsor: Continental Oil Co. 
Film: Mr. N-Tane Shows the 
Way. Producer: Roland Reed 
Productions, Inc. 

* Problem: To sell the company 

developed service station main- 

tenance and merchandising plan 
to Continental Oil Co., Conoco 
dealers and personnel. 

Solution: Mr. N-Tane Shows the 

Way dramatizes the value of the 

sales program in a way that 

should impress every company 
representative, 

Synopsis: A Continental deale1 

has been resisting the efforts ol 

the company’s representative to 

get him to clean and dress up his 
station and to modernize his sales 
methods. 

The dealer's son, just out of 
the Air Force, returns to the sta- 
tion with some big ideas about 
increasing business, and he is will- 
ing to listen to the Continental 
representative. 

Home with 
a reconverted 
helpful type. 
acter, whom only the son can see, 
is re-christened Mr. N-Tane, and 
joins forces with the Continental 
representative to sell the son on 
proper station Operation. + 

Together Mr. N-Tane, the com- 
pany man and the son manage to 
sell the father on the value of the 
company suggestions, and the re- 
sults are shown to include greate1 
profit and steadily growing busi 
ness. 

‘Tne film presents in an ente1 

taining manner the main points 
of the company sponsored mer- 
chandising program, and assures 
complete attention to the presen- 
tation, as only a motion picture 
can do; 
Technical Notes: This 30 minute 
black and white ‘film is well pro- 
duced, in a combination of live 
action and animation. A profes- 
sional cast carries the story effec- 
tively. 

Distribution: Entirely internal, 

through Continental Oil Com- 

pany representatives to all dealers 
and service station personnel. 


has come 
Gremlin of the 
[his cartoon char- 


the son 


PRODUCT SERVICE 


@ The Service Angle is the title 
of a ninety-frame sound slide film 
sponsored by the Paasche Ai 
brush Co., Chicago, manufacture 
of a variety of airbrush painting, 
finishing, and coating equipment. 
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Departing somewhat from usual 
procedure, the sponsor itself pro 
duced the film, without the aid 
of a professional producing com- 
pany. 

educational 


film, The Service Angle tells the 


Conceived as an 


story of Paasche products and pro- 


vides instruction in the proper 
airbrush 


be shown to 


use and servicing of 
equipment. It will 
new company employees, distribu- 
tor’s sales and. service depart- 
ments, and operating men in cus- 
tomer’s plants. 

The script has been worded to 
make it acceptable for external 
distribution to vocational and 


trade schools. 


Warner & Swasey’s 
Continues in Wide 


“Chips” 

Circulation 
* The effectiveness and versatil- 
ity of a well made_ industrial 


training film is illustrated by 


Chips, a 30 minute sound motion 


picture sponsored several years 
ago by Warner & Swasey Com 
pany, manultacturers of turret 


lathes and precision instruments. 
Produced during the war as part 
of the company’s program to in 
struct’ relatively inexperienced 
machine operators in the proper 
grinding and setting of cutters 
for turret lathes, Chips continues 
in wide international circulation 
despite the fact that post-war 
conditions have eliminated 
of the 


most 
need for the elaborate 
training program. 

Ihe sponsor has been sending 
prints to its European representa- 
tives for use in a sales promotion 
campaign marketing its products 
abroad, and has also found it 
effective as a supplement to lec 
tures before 


and engi 


Frank P, Cave 


technical 


neering societies. 


WHO IS 
RESPONSIBLE 
lor what? 


The Association of National Advertisers has asked this ques- 
tion: “What is the producer’s responsibility, and what is the 
client's responsibility, in the production of motion pictures for 


industry ?” 


Where there is teamwork, the question answers itself. 


The client knows his business. He tells us the story he wants 


picturized 


analyzes for us the audience he wants to reach. 


We know our business. It is our job to interpret his thinking 


his product or service 
| 


in vivid, effective motion pictures. 


It is our responsibility to see that costs are fully understood 
to deliver 100-cent value for every dollar. 


In more than two decades of working with motion picture 
users, this organization has never failed to satisfy a client by 


our definition of teamwork. 


LOUC 


245 WEST SS TH ST. 
PICTURES ° 


SLIDE FILMS . 


SNORLING 
cios 


NEW YORK 


CITY 


SINCE 1923 





naugh of Warner & Swasey reports 


that many industrial organiza 
tions use the film for apprentice 
training and in refresher courses 
Sin- 


clair Refining Company recently 


for returning service men. 


purchased six copies for use in 
a nationwide dealer training pro 
gram. 

Impressed with the results of 
Chips, Warner & Swasey have pro 


duced anothei 


motion picture 
showing its new Gradall earth re 
mover in operation. This film, 


silent 
show nh 


a l6mm production = in 
directly in the 
sales field through company rep 


resentatives and dealers. 


color, is 


DISTRIBUTION 
National School Showings: 
@ This ls New York, a two reel 
black-and-white sound film pro- 
duced by the William J. Ganz 
Company for the Empire State 
Building, is an excellent example 
ol a business-sponsored type ol 
educational picture that has won 
large school audiences because ol 
its intelligent, carefully planned 
handling of subject matter. 
Distributed through the Insti 
tute of Visual New 
York, it has been seen by more 


lraining, 


than half a million students dur 
ing its first six months in circula 
tion. The film shows points ol 
interest in New York City, featu 
ing Fifth 
hotels, the 


Avenue, churches, 
Chinatown, 
Island, the 
Statue of Liberty, and of course, 
the Empire State Building. 

Mr. William J. head ol 
the Institute of Visual Training, 
broke 


theatres, 
the waterfront, Coney 


Ganz, 


down distribution figures 


as follows: showings in public 
schools through the nation totaled 
167,100 between January, when 
the film and the 


end of*the school year in June. 


was released, 


In addition 23 prints were sup 
plied to the New York City school 
system for showings as part of the 
regula 73,000 
dren saw these prints. 


curriculum; chil 
\rrange 
ments for showing in parochial 
schools into with 


Archdioces 


were entered 
the Roman Catholic 
ol New York, 
pupils in these schools also saw 
the film. 

This is New 


for showings 


and thousands ol 


York 
anywhere in the 
U. S. without charge, except for 


is available 


transportation both ways. These 
fees are kept at a minimum as 
prints are shipped from the near 


est of 17 distribution. centers. 
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SERVICE STATION MORALE 





Sponsor: Socony-Vacuum Oil Company, Inc. 
Film: 4 Good Neighbor. Producer: Wild- 
ing Picture Productions, Inc. 

* Among the prime requisites for any large 

scale merchandising operation is a high dealer 

morale. The methods of obtaining this happy 
situation are countless in number, and using 
more of them than any other industry are the 
great petroleum marketing companies. 

High in the list of their morale boosting 
media is the dealer meeting movie. Practical- 





ly all the oil companies use them, and in gen- 
eral the message is about the same—‘‘You're 
well off, boys; you’ve got a great little busi- 
ness; the community really needs you; you'll 
make a mighty fine living if you'll just use 
the tried and true methods of Joe Tankload”’ 
(our hero). 


Pictures SERVE HUMAN RELATIONS NEED 

These pictures do a good workmanlike job, 
because in most respects they are quite true, 
and the dealers like a reassuring pat on the 
ego as much as the next man. It’s the same 
old oil, but it wears pretty well. 





I'ypical of the dealer meeting movie is the 
new Socony-Vacuum picture, 4 Good Neigh- 
bor. It tells in dramatic form the story of 


or ae Gnas Si te eer 1 A TMonT spot FOR PAULING: 


1820 problems as wanting to get a job where 


. . ‘ ; 
he can keep his hands clean, and learning x ... but never fear ‘cause Roger is on the 
that gasoline retailing is primarily a service e way. In all . her re. 
. . i ved in the nic 

operation. During the war he finds that he Pauline has always been sa 
is needed to keep the neighborhood cars run- ¥ of time. : , 

, 6 Hollywood Cinematographers also get in- 
ning—the doctor's, the plumber’s, and so on. to “tight spots”...new films, new movie 

oe : 

\nd post-war, he finds that unless he jacks up ” techniques present new and difficult light- 

his service and spruces up his place he'll lose 


ing problems. Mole-Richardson has “saved 
— the day” many times through its endless 
IMPROVING THE DEALER’s MORALE research in the illumination field. Since 
: 1927, “Molinkies” and “Molarcs” have 
| illuminated over 90 percent of Holly- 
wood’s productions. 


a lot of customers. 


But primarily, 4 Good Neighbor is con- 
cerned with its title phrase. Frank Evans is 


a man to be reckoned with in his community. R Winner of five Academy citations, Mole- 
It seems to say—Mr. Dealer, get rid of that | Richardson lights are preferred by pro- 
inferiority complex, you're as good a man as fessional photographers everywhere. 

an one—socially, or in a business or commu- ‘ Exceptionally flexible, the 
ritv sense. Mole-Richardson single and double side lamps, 


provide even, diffused, soft light for general illum- 
ination. They are light and easily disassembled for 
use as a portable unit, yet ruggedly built to give 
cial prestige of its dealers. Last month we ‘ years of trouble-free service. 


noted that Sun Oil is attacking the problem 


by a booster movie for business clubs. Others /*MOLIGHTING” EQUIPMENT | 


have done similar films in slightly different 


There seems to be a concerted drive in the 
petroleum industry recently to better the so- | 











“'MOLINKIES” "“MOLARCS” 
oa ; Midget Spot Duorc..... 40 Ampere Flood 
Technical Notes: 4 Good Neighbor is black nets Sint tens 06..200 Andee teat 
and white, thirty minutes. x » Junior Solarspot Type 170..150 Ampere Spot 
Distribution: Entirely internal to dealer meet Senior Solarspot type 450.225 Ampere Spot 
- ‘ganizati * Cinelite 
ent ee Single Side Lamp _— See This Equipment ot Your 

F Double Side Lamp Dealer or Write for Catalog! 














16mm. Producers Laboratory Service | | M 0 L E = 4 { Cc W A & DSO N co. | 


j : 937 NORTH SYCAMORE + HOLLYWOOD 38, CALIFORNIA 
Sound recording studio, latest Maurer 


equipment . . . Processing . . . Work Pinger ee 


prints . . . Release prints . . . Titles. 





General Pictures Productions, Inc. 
Dept. B, 621 Sixth, Des Moines, lowa 
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“Films of the World” Council 
Festival Opens in Chicago 

@ Documentary and other in- 
formational films gathered from 
producers all over the world will 
be shown in Chicago during Octo- 
ber and November at a “Films of 


the World” festival to be held 
in the Surf Theater under the 
auspices of the Chicago Film 


Council, according to an an- 
nouncement by the Council presi- 
dent, Ralph Creer. 

The film 


show the 


which will 
outstanding informa- 
films produced in the 
United States, Canada and other 
lands, is expected to draw inter- 


festival, 


tional 


ested spectators to the Surf every 
Saturday afternoon while the fes- 
tival is in progress. Each week 
films on different subjects will be 
shown. Motion pictures in the 
biological, physical and _ social 
sciences, on travel, arts, crafts and 
music, and sponsored films will 
be screened, 


MANY Groups COOPERATE 


with the Film 
project are the 


Cooperating 
Council in the 
General Federation of Women’s 
Clubs, Parent-Teacher 
tions of Chicago and Illinois, the 
University of North- 
Junion 

Film 
National 
Visual Education 
Dealers, and leading producers of 
films in Chicago. 


Associa 


Chicago, 
western University, the 
Red Cross, the national 
Council of America, the 
Association of 


Producers of informational films 
throughout the world are invited 
to submit their best motion pic- 
tures for entry in the festival. 
Panels of impartial judges will 
be appointed to review all films 
submitted and select the out- 
standing ones for showing at the 
festival, according to Creer. 


MILWAUKEE May Try Ih 


Plans were laid for the festival, 
reported to be the first of its kind 
ever held in the United States, at 
a luncheon of the Film Council 
held recently. It was also an- 
nounced that a group of film en 
thusiasts in Milwaukee will adapt 
the Chicago Film Festival idea to 
Milwaukee and 
progress 


continue the 
after they have 
he Film 
America is also ex- 
pected to encourage local councils 
throughout the country to launch 
siinilar festivals, 


there 
been shown in Chicago. 
Council of 


Chairman of the “ 
World” festival in 
Wesley Greene, President of the 
International Film Bureau. 


Films of the 
Chicago is 
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IN THE PICTURE PARADE 


Audio Completing Four New 
Agricultural Motion Pictures 

@ Readying now for fall release 
are four new agricultural films 
produced by Aupio PRODUCTIONS, 
New York. 

One, in two versions, 
Patterns for Progress, for the 
Ethyl Corporation. It is a color 
film on the changes in one family, 
on one farm, since 1900, caused 
by the introduction of mechanical 
power to agriculture. 

I'wo more color films, for the 
Texas Company, 
and poultry. 

Another, for the American 
Plant Food Council, is First in 
the Hearts of the Farmers, title 


will be 


are on apples 


suggested by the film’s story of 
George Washington, probably the 
nation’s first scientific farmer. 

Also in production at Audio 
are films for Upjohn, the Iodine 
Institute, Edison Battery, Mc- 
Graw-Hill Book Company (Text 
Films Division), and the U.S. 
Navy. 

. * * 

Crawley’s Housing Pictures 
@ Crawley Films, Ottawa, has 
recently completed Houses in Jig 
Time, a color film sponsored by 
the Central Mortgage and Hous- 
ing Corporation. The new picture 
demonstrates houses being as- 
sembled on the spot by produc- 
tion line methods. 


























Kockett— 


PLANNED VISUAL PROGRAMS 


5 for greater Sales 
for faster Job 


for better 
Public Relations 


results 


training 





ROCKETT PRODUCTIONS 


Producers for nearly a quarter of a century of 


BUSINESS MOTION PICTURES* SOUND SLIDE FILMS 
6063 SUNSET BLVD., HOLLYWOOD 28, CAL. 





BUSIN 


Standard Oil Company of Ohio 
Is Completing Resources Film 


@ Ohio and Its Mineral Re- 
sources, a new color-and-sound 
three reel motion picture spon- 
sored by Standard Oil Company 
of Ohio is now in final produc- 
tion stages at the Atlas Studios 
in Oak Park, Illinois. 

The film shows how Ohio’s pri- 
mary mineral resources of oil, 
coal, and natural gas are com- 
bined with her other minerals— 
limestone, clays, silica sands, dolo- 
mite, salt, and gypsum— to pro- 
duce the equipment and products 
which have made the state an in- 
dustrial leader. It points out that 
although Ohio is but thirty-fifth 
in area among the forty-eight 
states, it has achieved ninth rank 
in terms of mineral production. 

Differing in treatment from 
most pictures of this nature, Ohio 
and Its Mineral Resources is not 
a straight documentary, but is 
woven around a dramatic storv 
and includes both exterior and 
studio recording. Scheduled for 
release in the near future, it will 
he distributed by the film librarv 
of the United States Bureau of 
Mines. 

* * * 

RADIO: Slidefilm Used to 
Launch Merchandising Plan 

@ The Radio Manufacturer’s As- 
sociation. through the Fred EI- 
dean Organization. has just re- 
leased a new sound slidefilm in 
color. titled Let’s Get Personal. 

Picturing the radio as an 
essential part of familv life, the 
film urees the retailer to con- 
tinue to push the family console 
model, but in addition to plug 
the idea of a radio for every mem- 
ber of the family — Mother. Dad. 
Sis and Brother—thus multiplving 
the present market by four. Stress- 
ing display methods and special 
occasions such as Mother's Dav. 
birthdavs and commencement as 
times when a radio is the perfect 
gift, the film points the wav for 
retailers to achieve RMA’s long- 
term goal of “A radio in every 
room.” 

Willard Pictures produced the 
new film, which will launch 
RMA’s public relations merchan- 
dising program. 

. * > 
Telefilm Billing Increase 
@ Indicative of the boom in the 
l6mm film industry is the report 
to stockholders issued by J. A. 
Thomas, president of Telefilm, 
Inc., that August, 1947, billings 
were four times greater than 
those of August, 1946, 
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VISUALCAST PROJECTOR 
IS A TRAINING TOOL 











@ The VisualCast overhead pro- 
jector is a training tool that has 
secured wide use in retail store 
and industry training programs 
and in schools, as illustrated by 
the report on Macy's, N. Y. de- 
partment store, use of the Visual- 
Cast in Issue 2, Vol. 8 of Business 
SCREEN. 


The VisualCast is a_ front-ol- 
the-room projector for transparent 
materials. Its main features are: 
elimination of the need for black- 
boards and wall charts, permits 
the instructor to stand or sit fac 
ing the class, is instructor oper- 
ated, can be used in daylight on 
under normal lighting conditions 
in a well ventilated room. 


OFrFrers GREAT FLEXIBILITY 

‘The instructor may draw or 
write on transparent plastic sheet 
on the VisualCast table, or he may 
use previously prepared materials 
either in color or black and white. 
The material is projected on the 
screen behind and over his head. 

Much greater flexibility of pres- 
entation than a blackboard per- 
mits is provided by the Visual- 
Cast’s use of prepared materials: 
diagrams, charts, 
etc. 


photographs, 


Transparencies are easily pre- 
pared by the instructor with spe- 
cial VisualCast materials, and 
photographic film positives can be 
made by any photographer. 


VARIED TRAINING Uses 
- Training applications of the 
VisualCast are many and varied. 
The demonstration of clerical 
forms and the way they should be 
filled in is one very effective use. 
Placing a transparency of the 
sales slip of report form on the 
VisualCast, and supplying the 
trainees with the actual blanks, 


the instructor, facing the group, 
can demonstrate the proper meth- 
od of completing the form. 

Starting with a prepared dia- 
gram or sketch, or making it as 
he goes along, an instructor can 
present the ideas involved while 
seated or standing at his desk. 

Getting into more advanced use 
of the VisualCast, transparent 
overlays may be used for illus- 
trating the steps in a complicat- 
ed assembly, transparent plastic 
working models with the im- 
portant parts in varied colors can 
be projected to show vividly the 
model in operation, and opaque 
materials may be projected in sil- 
houette showing, for example, 
two saw edges for comparison. 

The VisualCast is made ol 
magnesium and weighs only 21 
Ibs. Retail price is $185.00. Addi- 
tional accessories, carrying case, 
clear plastic in rolls and sheets, 
colored inks, pencils, pens, brush- 
es, stands for holding the Visual- 
Cast for sitting and standing, and 
film: holders are available from 
Victorlite Industries, manufactur- 
ers of the VisualCast, and through 
VisualCast representatives and 
dealers. 

* + * 

S.0.S. Corp. Issues Catalog 
@ S.0.S, Cinema Supply Corpora- 
tion, 449 West 42nd Street, New 
York, has just issued a new 1947- 
48 catalog containing about 900 
different items for film produc- 
tion and projection use. 


The new catalog commemo- 
rates the firm’s 21 years in busi- 
ness, and lists both new and re- 
built merchandise at savings of 
25 to 40% and more. S.0.S. main- 
tains a good-sized factory on the 
premises, devoted to renewing 
stocks of slightly used apparatus 
purchased from government sur- 
plus and liquidated concerns. 
Many of these items are still at a 
premium to buy. 
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ROLA 


Ask for Booklet 





PRODUCTION UNIT 


Modern Studio, Lighting, Sound, Color 
Immediate high-fidelity playback 


Camera & sound men, well-equipped, 
artistically and scientifically skilled 
SPECIAL SERVICE: Difficult and unusual 
raphy — microscopy — time-lapse — etc. Engineering. 
Sandy Hook, Conn. 
Phone: Newton 581 

PIONEERS FOR MANY YEARS 


photog- 


Betow: The VisualCast 
overhead projector, for 
training classroom use. 
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S.V.E. 
PROJECTORS 










To assure sharp, brilliant projection, manu- 
facturers of leading sound slidefilm units use 
S.V.E. projectors exclusively. S.V.E. pro- 
jectors are preferred for their sturdiness, 
dependability, and ease of operation. 


S.V.E. is the only company that manufac- 
tures a complete line of 100 to 300 watt pro- 
jectors to meet any single- or double-frame 
filmstrip and 2” x 2” slide requirements. 
Consult your dealer or write direct for full 
information. Address Dept.939H 





Typical 
LV.E. Vlsers 


* Westinghouse 

General Motors 

* Goodrich 

¢ Goodyear 

* Firestone 

General Electric 

* National Cash Register 
* Minneapolis-Honeywell 
« Caterpillar Tractor 

« Swift & Co. 

¢ Armour 


SOCIETY FOR VISUAL EDUCATION, INC. 


Al Business Corporation 


100 East Ohio Street Chicago 11, Ill. 
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N CO-OPERATION with the 
| National Safety Council, the 


editors of Business SCREEN have 
prepared the 


hlms and filmstrips suitable fon 


following list of 
industrial use in observance ol 
National Fire Prevention Week, 
October 5-11. 
reduce the annual fire loss sul- 
fered by factories and industries 
throughout the country, these 
films can be used to instruct large 
groups of employees in propel 
fire prevention practices and sale- 


Designed to help 


ty habits. 

The observance of Fire Preven- 
tion Week this year will empha 
size the fact that losses from fire 
are reaching a new high. In terms 
of both dollar value and man 
hours of work, 1947 
already greater than those of 1946. 


losses are 


MOTION PICTURES 


Flame Facts (20 min.) Sound. 
Color. 
¢ A vivid training picture on fire 
fighting which shows what type 
of fire 
used to combat the three 
kinds of blazes. Produced for 
Walter Kidde & Co., 
fire extinguishing equipment, it 
is available for rent or purchase 
from the Princeton Film Center, 
55 Mountain Ave., Princeton, 
New Jersey. 
The ABC of Fire (13 min.) 
Sound, Color. 
¢ Explains combustion, heat Oxi 
dation, dust explosions; how flam 
mable vapors burn; flash 
points are determined in the lab- 
oratory, and how the amount of 
flammable vapor in the air de 
termines whether mixtures will 
explode. Produced by the Asso- 
ciated Factory Mutual Fire Insur- 
ance Companies, and available on 
loan to members only. 
How Fires Start in Industry (30 
min.) Sound. Color. 
® Illustrates various causes of in- 
dustrial fires such as worn cords, 
poor connections, combustion 
sparks, careless use of open flames, 
etc., and shows how proper super- 
vision and elimination of many 
fire hazards can be accomplished. 
Produced by the Associated Fac- 
tory Mutual Fire Insurance Com- 
panies, and available on loan only 
to members. Can be purchased 
($125) from the AFMFIC Inspec- 
tion Dept., 111 W. Washington, 
Room 1837, Chicago 2, Ill. 
Waterfog — Master of Fire (37 
min.) Sound. Color. 
® Shows uses of Waterfog in 
extinguishing flammable liquid 
fires, explaining principle and op- 
eration, and showing tests made. 
Also demonstrates Waterfog sys- 


extinguisher should be 


basic 


makers ol 


how 
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FIRE PREVENTION FILMS 


For NATIONAL FIRE PREVENTION Week 





tem of fixed piping: nozzles and 


applicators on hose lines, and 
specific application of Waterfog 
for fire prevention in industrial 
plants. Available on loan from 
the Rockwood Sprinkler Co., 38 


Harlow St., Worcester, Mass. 


Oil Fires, Prevention and Extin- 
guishment (40 min.) Sound. 
BW. 

© A film made by the Standard 

Oil Company of California for 

the instruction of its employees 

in the fundamentals of fire pro- 
tection, It contains no advertising 
and is suitable for any education- 
al program in fire prevention. 
Available on loan through Stand- 





ard Oil of 
local Standard Oil Co. represent- 


California, or you 


ative. Purchase price is $208. 


Damage Control (Chemistry of 

Fire) (46 min.) Sound. BREW. 
© Demonstrates necessary ingredi- 
ents of fire: fuel, oxygen, and 
ignition temperature, Differenti- 
ates between flash point and ig- 
nition point of fuels. Produced 
by the U. 
tional film and available on loan 
from Bell & Howell Film Libraries 
or the lowa State College Film 
Library, Available 
for purchase at $40.80 from Castle 
Films, RCA Building, New York 
20, N.Y. 


S. Navy as an instruc- 


Ames, lowa. 





it ...@ completely integrated photographic service for the 


~~ produetion of sound motion picture films ... for industry and education. 
for other film producers and photographic departments of other industries. 
Superior 16mm. duplicates with or without optical effects. . . black 
and white or full color. Write for further information. 


© Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 


yt i dati the 16mm. 
method 15 yeors 


® Lab Capacity of 112,000 16 mm. feet per doy 


Large quantities of prints! 


Color Prints with Optical Effects! 





BUSIN 


Modern Magic in Fire Protection 
BW. 
® A technical approach to indus- 


(30 min.) Sound. 
trial fire prevention, showing the 
operation of certain types of 
sprinkler systems. ‘There is some 
advertising for Rockwood prod- 
ucts, sponsor of the film, but sub- 
ject matte) 
Available for rental or on loan 
from Rockwood Sprinkler Co., 38 
Harlow St., Worcester, Mass., or 
from the Visual Instruction Bu- 
reau, University of Texas, Austin, 
Texas. 

Fight That Fire (12 min.) Sound. 

BKW. 
¢ Explains types and uses of ex- 
tinguishers, and how to handle 
special types of fires. It provides 
exact knowledge of what to do in 
the event of fire, large or small. 
Available for loan or rental from 
the Visual Aids Service, University 
of Illinois, Champaign, IIL, or for 
purchase, at $25, from Brandon 
Films, Inc., New York 19, N.Y. 
Control of Flammable Liquids 
(25 min.) Silent. B&W. 
¢ An advertising picture laying 


is well presented. 


stress upon the safety factors 
found in the flame arresters and 
storage cans manufactured by the 
sponsor. Available on loan from 
the sponsor, Protectoseal Co., 
1920 S. Western Ave., Chicago 8, 
Hl. 

Fighting 


min.) 


Petroleum Fires (35 
Silent. Color, 

* Demonstrates all types of fire 
fighting used to control and ex- 
tinguish petroleum fires. Media 
used includes CO., CTC, combi- 
nation gas and powder, steam, 
water, fog, and spray nozzles. 
Demonstrates the extinguishing of 
an oil well fire in a field where no 
valves or other fire fighting chem- 
icals can be used. Available on 
loan from the Pure Oil Co., 35 
E. Wacker Drive, Chicago 1, IIL. 


FILM STRIPS 


The Use of Fire Extinguishers 
BKW. 
® Shows how different types of 
fires are handled and demonstrates 
the proper use of several types of 
fire extinguishers. Available for 
purchase at 72c, from Castle 
Films, RCA Bldg., New York 20, 
N.Y. 
Fire B&W. 
® Explains the three requirements 
for fire—heat, combustible materi- 
al, and oxygen—and demonstrates 
the five most frequent causes for 
fire, together with 
their control. 


methods for 
Available for pur- 
chase at 72c, from Castle Films. 


RCA Bldg., New York 20, N.Y. 
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FIRE PREVENTION Films 





Fire B&W. Sound. 
* Correct methods of preventing 
and fighting fires are explained 
and illustrated through a plot 
situation which involves the de- 
struction by fire of a large manu- 
facturing plant. Available for 
purchase from the National Safe- 
ty Council, 20 N. Wacker Drive, 
Chicago 6, Ill. Members of the 
NSC pay $15; others $22.50. 
Fire Room Safety Precautions 
BW. 
® Discusses the safety measures 
which must be taken in the fire 
room of a ship, and the particular 
hazards found in such a situation. 
Produced for the U. S. Navy as 
an instructional film and avail- 
able for purchase from Castle 
Films, RCA Building, New York 
20, N.Y.. 72. 
Fire Is Your Responsibility BkW. 
Sound. 
* Shows store employees what can 
be done to prevent fires, and 
points up the reasons for various 
regulations with actual fire scenes. 
The film closes with a “Photo 
Quiz” series of pictures in which 
the audience is asked to point out 
typical fire hazards. Available for 
purchase at $25, from Syndicate 
Store Merchandiser, 79 Madison 
Ave., New York 16, N.Y. 
The Fire Thief B&W. Sound. 
¢ An instructional film showing 
what every employee can do to 
prevent fire. It illustrates the most 
frequent causes of industrial fires 
and emphasizes good-housekeep- 
ing. Available for purchase from 
the National Safety Council, 20 
N. Wacker Drive, Chicago 6, Ill. 
Members of the NSC pay $15; 
others $22.50. 


@ GENERAL ELEcTRIC COMPANY is 


distributing to electric utility 
25-minute sound 
slide film in color, Infrared Lamps 


for Better Production. 


companies a 
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CIALISTS IN moustna 


TRAINING & 
EDUCATIONAL 


SLIDE FILMS 


aw ond commercial films. 
ISUA ILLUSTRATORS. Prior to the war, suc- 


ZINCORPORATED— 


NATIONAL SAFETY Show | 





@ Nearly 10,000 safety-minded 
people from all corners of the | 
United States and other parts of 
the world will pour into Chicago 
for the 35th National Safety 
Congress and Exposition, October 
6 through 10. 

Programs for more than 200 ses- 
sions on all phases of safety have 
been planned, and four large Chi- 
cago hotels—the 
gress, 


Stevens, Con- 
Sherman, and 
House—have 
house the 
activities. 

Among the 


Palmer 
engaged to 
delegates and their 


been 


Safety Congress’ 
headline speakers will be John 
Sterling, publisher of This Week 
magazine; Dr. Ralph W. Sock- 


man, minister of New York’s 
Christ Church, and nationally 
known minister of the NBC 


Radio Pulpit; and Paul G. Hoff- 
man, president of the Studebaker 
Corporation and chairman of the 
board of trustees of the Commit- 
tee for 


Economic Development. 


Roland Reed Productions: 

@ ROLAND REED PRODUCTIONS, 
Inc., Beverly Hills, is completing 
another sales training film for 
Continental Oil Co. on Nth 
Motor Oil, and has a church fea- 
ture film in production for the 
Lutheran Church, Missouri Syn- 
od, tentatively titled The Strange) 
Next Door. 

Fennell Doing Navy Series 

@ THe Paut J. Fennectt Com- 
PANY, Hollywood, is working on 


a series of three animation films 


on amphibious warfare for the 
Navy. Contents of the films are 
listed as “restricted.” 

Minute Movies for Florists 

®@ ‘THE 
Hollywood, is producing a series 
of 13 theatrical minute trailers in 
Ansco color for the Florists’ Tele- 
graph Delivery 


GEORGE 


Association. 
——EEEE * a * 

| Sound Movies for the 
Super Markets 

@ Super markets in New 


Angeles will soon be 
showing 12-minute mo- 


their shoppers. The pro- 


entertainment 


shorts, two educational 
shorts and four 30-sec- 


| cessful experiments were 


Fox COMPANY, 


York, Chicago and Los | 


tion picture programs to | 


grams are said to include | 


RETOUCHING | ‘wo 
& TECHMICALS 


conducted in this field. 


MOVIE - MITE 


16 mm. Sound-on-Film Projector 
PORTABLE—Weighs only 27} Ibs. complete. 


Single case contains: Movie-Mite 16 mm. 
sound projector, desk top screen, speaker, 
cords, take-up reel . . . and still has ample 
space for spare lamps, etc. 


Extremely compact; only slightly larger 
than a portable typewriter; approximately 
8x12x15 inches in size. Ideal for small group 
showings. Larger size standard screens may 
be used for larger groups. 


STANDARD FEATURES—Plainly marked film 
path makes threading easy. Only one mov- 
ing part need be operated in entire thread- 
ing. Show can be on screen in less than 
three minutes. 


One electric plug completes all connections 
to projector. Cords, permanently wired to 
speaker, cannot be lost. 


Reel capacity 2000 ft. Reel arms slip into 
accurate sockets .. . Fast power rewind . 

Adjustable tilt . . . Quickly adjusted framing 
device . . . Utilizes a single, inexpensive 
standard projection lamp for both picture 
and sound projection. No separate exciter 
lamp necessary . . . case of durable ply- 
wood ... Leatherette covered . . . Universal 
A.C. or D.C. 105-120 volt operation . . . no 
converter necessary. Mechanism cushioned 
on live rubber mounts for smooth, quiet oper- 
ation .. . entire unit made of best quality 
materials and precision machined parts. 


See your Industrial Film Producer 
for demonstration and delivery information 





A Truly Mechanical BRIEF CASE for Your Salesmen, Now! 
And at LOW COST —with 











Write for 
Interesting 
Folder 


“It Makes 
Sense” 


€ Jia MOVIE-MITE CORPORATION@- 38 


1103 EAST I5TH ST. 


KANSAS CITY 6, MISSOURI 
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x Clean Waters, acclaimed by 
state and national health officials 
as one of the greatest single forces 
for pollution abatement at work 
in the 
passed its first birthday. 

Within 12 
prints of Clean Waters have been 
purchased by 


nation today, has just 


months, some 63 
conservation and 
health groups, utilities and Cham 
bers of Presented 
nearly 3,000 times, the film has 
been seen by an estimated 157,000 


Commerce. 


persons. 
The first Clean 
Waters, January 29, 1946, before 


showing ol 


150 persons in Montpelier, Ver 
mont, gave conclusive proof that 
the film was much more than just 
another entertaining educational 
movie, Following this showing, 
the most intensive anti-pollution 
drive ever carried out voluntarily 
by the people ol a state was o1 
ganized. 

Clean 


the core of Vermont's campaign, 


Waters has been made 


and co-operative action, the basi 
philosophy of all More Power to 
Imerica presentations, has been 
Stream 
purification conferences have been 
set up in 


closely followed there, 


each of the _ state's 
twelve river basins with the film 
and its accompanying speaker as 
the main feature. Local repre- 
sentatives of every interested o1 
ganization of the state are joining 
with the Chamber of Commerce 
to forcefully argue the case for 
sewage treatment from all angles; 
economy, recreation and health. 

The initial efforts were so suc 
cessful that the state purchased a 
copy of the film and placed it at 
the disopsal of the Chamber of 
Commerce. Already two Vermont 
cities have approved the construc 
tion of treatment plants and three 
more are working on preliminary 
plans. 

Vermont is only one of 19 states 
now using Clean Waters as a tool 
for crystallizing dormant public 
opinion against stream pollution. 

Pennsylvania, currently engaged 
in a sweeping program to enforce 
its anti-pollution legislation, has 
purchased six copies for use in 
municipalities to educate and win 
the support of the public. Onc 
hundred twenty presentations 
have been made so far, with a 
total attendance of over 18,300. 


In Ohio, Chief Engineer F. H. 


Note: This Case History of a 
Most Successful Public Education 
Film Is Condensed from the Gen- 
eral Electric “SALES PROMOTER,” 
Vol. 16, No. 3, March, 1947. 
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GENERAL ELECTRIC REPORTS ON 


A FILM PROGRAM 


GE's “Clean Waters” Promotion 


Waring of the State Department 
of Health, Clean 


Waters has been used to “swing 


reports that 


some pretty tough municipal fath- 
ers into the fold of sewerage work 
planners.” Sewerage works costing 
about $9,000,000 are in the plan 
ning stages, 

Across the country the story is 
the same, All the states using the 
film are universal in their acclaim 
of Clean Waters for doing a job 
that “in 50 years of campaigning 
against pollution, has never been 
done.” 

Individual cities, too, are mak 
ing excellent use of Clean Waters 
promotional potential. Now leg 
endary in More Power to America 
history is the Spokane incident. 

Ihe film was shown 17 times in 


an intensive civic campaign to 
win a thumping 34,000 to 1,000 
approval of a $1,700,000 sewage 
disposal plant bond issue which 
had been defeated in three pre- 
vious referendums. 

Not so spectacular, but equally 
effective, was the Clean Waters 
campaign staged recently in Santa 
Cruz by the local Chamber of 
Commerce. P. S. Breck, Jr., man- 
ager, wrote San Francisco: 

“There is litthe question but 
what the many showings of the 
film to organizations and clubs 
throughout Santa Cruz was large- 
ly responsible for the passage of 
our sewer bond issue by a majority 
of 31% to 1. A margin, incidentally, 
which prior to the election was 
considered impossible of attain- 








DONT 


make a movie... 


[ JNTIL you have seen the business film 
“PAY LOADS PAY OFF!” 


This motion picture made handsome profits 


for its sponsor. As 


OFF!” 


1 sales tool it “PAID 


SEE FOR YOURSELF! 


We'll be happy to send you a print for 


screening upon request—or show it to you 


in our Little Theater without obligation! 


Write, or call ELdorado 5-1444 








WILLIAM J. GANZ COMPANY 


Producers of Sales Promotion Films 


40 EAST 49TH STREET * NEW YORK 17, N. Y. 


ESTABLISHED 


1917 











ment by the community's more 
astute politicians, most of whom 
anticipated defeat of the bond 
issue, 

Most chapter in the 
Clean Waters success story was 
written in the Central District 
where the Joplin, Mo., Junior 
Chamber of Commerce put the 


recent 


film to dynamic use in an inten- 
sive nine-day educational cam- 
paign to win support for a $l,- 
200,000 


bond election. 


sewage disposal plant 
The Junior Cham- 
ber covered a total audience olf 
3,677 persons in the nine days. 
The comprehensive scope of the 
campaign was dictated by the fact 
that this was the largest bond is- 
sue ever submitted to the Joplin 
voters. two-thirds 
majority vote was required, and 


Moreover, a 


only three weeks previously, in 
the general election, municipal 
issues were but meagerly sup- 
ported with all appropriations of 
funds defeated. In addition, most 
voters their tax state- 
ments in the 2 months preceding 
the election. 

But in the final tally, the issue 


was voted by a 


received 


5 to | margin. 
Coincidentally, the number ol 
favorable votes cast was approxi- 
mately the same as the total num- 
ber of persons who had seen Clean 
Waters. 

These individual city and state 
campaigns have been implement- 
ed by national movements and by 
magazine articles and editorials 
in many publications having na- 
tional circulation. March of Time 
is watching developments in New 
York State’s pollution investiga- 
tions closely with an eye to pic- 
torial treatment. Two radio net- 
works have publicized the prob- 
lem, and the film itself has been 
previewed for televising by NBC 
and ABC. 

Later this year, the U. S. Public 
Health Service will take action to 
get the Advertising Council (rep- 
resenting the nation’s top adver- 
lising agencies) to launch a pow- 
erful public 
campaign. 

In addition, the U. S. Public 
Health Service recently indorsed 
Clean Waters as a must for all 
states plagued by pollution. Al- 
ready, three of 29 states con- 
tacted by the USPHS have taken 
steps to purchase the film, 


service advertising 


@ To the producer for GE, Ra- 
phael Wolff of Hollywood and 
to the able promotion staff who 
carried through the above cam- 
paign, the kudos of Business 
SCREEN’S editors. 
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New England Power Company 
Film Completed by Jam Handy 


@ Take It for Granted, a new 
sound motion picture of the in- 
formational-educational type has 
been produced for The New Eng- 
land Power Company by The 
Jam Handy Organization, De- 
troit. This picture has a screen 
time of approximately 23 min- 
utes and shows the part that de- 
pendable electric power plays in 
the home life and industry of the 
New England states. The vast 
development of the company’s 





plants and the elaborate provi- | SCHOOLS 
sions made for protection of the | 
power supply in times of emer- a 
gency are described in the film. HOME USE 
HARLAN Hoses Free showings of Take It for 
, ' Granted can be arranged through LECTURES 
Name Hobbs to New Post 5 § 
John I. Ahern, New England CONVENTIONS 
@ Haran Hosss, organizer and Power Company, 441 Stuart SALES 
former manager of the Owens Street, Boston, Massachusetts. PROMOTION 
Illinois Film Division, has been 
appointed Sales Promotion Mana- dei Sn 
ger of the Kimble Glass Division Panoram Used Projector Units 
of Owens-Illinois. Announcement Offered by Fowler Company 


of the appointment was made 
early this month by S. J. McGiv- 
eran, vice-president of Owens- 


@ FowLer Company, manufac 
turer of Klearcite Translucent 
a screens, announced it has avail- 
Illinois and general sales mana- able used Panoram cabinets at a 


ver of Kimble Glass. At the same : 
a : 4 ‘ nominal cost. 


time Mr. McGivern officially an 
nounced the moving of Kimble’s 
headquarters staff from Vineland, 
N. J., to new offices in Toledo, O. 


ASL PRESS THE BUTTON 
SLIDES CHANGE LIKE MAGIC 


Ihe Panorams are in excellent 
condition and are now being 


widely used by educational insti- 
tutions to facilitate their audio- 





\ former newspaper editor and visual educational progr: 

ne : sui i F grams, us- | 
advertising executive, Mr. Hobbs ing either continuous slide ot P. R. C. AUTOMATIC SLIDE PROJECTOR 
joined Owens-Illinois Glass Com- 


motion picture projection. ‘The 
pany in 1943 and organized that 


cabinet 35” wide, 29” deep and 
72” high, has a beautiful walnut 
finish and is equipped with a new glass slides . . . then automatically files them (after 
Klearcite screen and two rear pro- 
jection mirrors, : \ ; 
Hobbs had edited several Little Robinson-Smith of Kansas City | The only projector with shutter that automatically 
Rock, Arkansas, newspapers; had 


. .. is electrically operated by remote control push 


. ° os ; ! p 7 as , 

company’s film division where he button slide changer! Handles 75 ready mount or 35 
produced several documentary 
and educational films relating to 


z ; showing) in proper sequence, ready for re-showing. 
the glass industry. Previously g) prop q , ) g 


have placed several of the cabi 


closes while slides are changing. 
nets in the Kansas City municipal 


been an executive with the Lewis 


& Hobbs advertising agency; and airport and are offering a ver ¢ Pre-projection warming «+ Patented slide changing 
had served with the Advertising effective advertising service for | chamber to prevent buckling mechanism operates by gravity 
and Publicity Department of the manufacturer, with the use ol and out-of-focus images. without injury to slides. 





















Paramount Studios, Hollywood. an automatic slide projector. * Sharp bright projection with + Equipped with 5 inch coated 
300 watt lamp. lens. 
Ny ¢ Friction-drive micro focusing 
—_ p iti W t qd device. 
oe Special Buys in osition Wante 


HS, ~ PRODUCTION AND J dis wis ssemy yan 
PROJECTION EQUIP. experience writing, 


photographing, editing 
Buy @ Sell @ Exchange and directing of educa- 
tional, public relations 
and sales promotion 
films wishes association 
with well recognized 
manufacturing com- 
pany or agency with 
EVERYTHING FOR STUDIO & LABORATORY: Lights, Mikes, film interest, 


Booms, Dollies, Lenses, Background Process, Moviolas, etc. Write to 
Send for Bulletin Sturelab showing thousands of good buys. - 
Box 107 at 


Wy f ) . ; OL Vf, 
ISINESS SCREEN , ? ) 6 0) ( U0 
$0.5. CINEMA SUPPLY CORP. ee eee S10 bt (€ i CCt (f MY Com Zhi bd 
Dept. BS, 449 West 42nd St., New York 18 Chicago (10) EXECUTIVE OFFICES © 1240 LAWRENCE AVENUE, CHICAGO 40, ILLINOIS 


Sturdy carrying case, beautifully finished 
in tan and brown leatherette, has com- 
partments for 4 slide holders, electric cord 
and extra lenses. 





| 35MM CAMERAS | Bell & Howell, Wall, 
Eyemo, Arriflex, Cineflex, Akeley, Mitchell, 
all types. 

16MM CAMERAS | Berndt, Maurer, Filmo, 


Auricon, Cine Special, Bolex, Victor. 











Special screen for 


salesmen designed for 





projection across desk 
can be included at 
slight extra charge. 
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SOUND MOTION PICTURES 


Autopsy of a Lost Sale. (30 min) 16s 
Borden-Busse. Distributed by Modern 
Talking Picture Service. 
* Depicts twelve outstanding reasons why 
salesmen lose orders: misrepresentation; 
not using all selling tools; awkward use 
of selling tools; lack of facts about prod- 
uct; not covering all important points; 
arguments; failure to justify price; not 
talking prospect's language; lack of sum- 
mary of important points; talking too 
much; not generating sufficient desire; 
neglect of prospect. 


The Face in the Mirror. (28 min) 16sd 

The Jam Handy Organization. 
* Theme centers around the idea that 
the salesman who would improve himself 
must look fearlessly into a mirror with 
the attitude of “I wonder whether a buy- 
er would buy from me.” Features James 
Dunn 


A Five-Step Selling Plan. (25 min) l6sd 
Motion Picture Bureau, E.I. du Pont 

de Nemours & Company, Inc., Wilming 

ton 98, Delaware. 

* Presents a five-step plan for bakery 

salesmen in covering a house-to-house 

route, 


How to Make a Sales Presentation Stay 
Presented. (30 min) 16sd. Borden-Busse 
Distributed by Modern Talking Picture 
Service. 
¢ Illustrates means by which salesman 
can win immediate attention of prospect; 
how a short, effective sales story will hold 
prospect’s attention; and how salesman 
can close with order. 


How to Make Your Sales Story Sell. (30 
min) l6sd. Borden-Busse. Distributed 
by Modern Talking Picture Service. 
* Portrays five important steps in success- 
ful salesmanship: vitalize sales stories 
with three-dimensional exhibits; inject 
curiosity into sales story; dramatize prod- 
uct tests; let prospect be the tester; and 
use customer's props effectively. 


How to Remember Names and Faces. (30 
min) l6sd. Borden-Busse. Distributed 

by Modern Talking Picture Service. 

* Dramatizes five ways to remember pros- 

pects’ names and faces. 


How to Win a Sales Argument. (30 min) 
Distributed by 
Modern ‘Talking Picture Service 


l6sd Borden-Busse. 


* Shows six key selling steps: let customer 
do some of the talking; don’t interrupt; 
don't argue unconsciously; don’t answer 
without inquiry; restate prospect's objec- 
tion in your own words; close with con- 
centration on a key issue. 


It’s the Little Things That Count. (30 
min) l6sd. Motion Picture Department, 

Bates Manufacturing Company, 30 Vesey 

Street, New York City 7. 

* Stresses consideration of “the little 

things that go over big with the buyer.” 


Persuasion Makes the World Go ’Round. 
(3 reels) l6sd. Distributed by Modern 

Talking Picture Service 

* Shows Benjamin Bills’ five steps to suc- 

cessful selling 


Selling America. (2 reels) l6sd. 35sd. The 
Jam Handy Organization. 

* Ben Franklin's philosophy is applied to 

modern-day selling techniques 


Split Second Selling. (25 min) l6sd. Mo- 

tion Picture Bureau, E. I. du Pont de 
Nemours and Company, Inc., 
ton 98, Delaware 


Wilming- 


* Presents a five-step plan for bakery 
salesmen covering the wholesale district 
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Your Library of Sales Training Films 





® MOTION PICTURES AND SLIDEFILMS FOR SALE, RENTAL AND LOAN @¢@ 


Two Cents’ Worth of Difference. (3 rls) 
l6sd. Eberhard Faber Pencil Company, 

37 Greenpoint Avenue, Brooklyn 22, New 

York. 

* Offers illustrations of selling points 

while depicting the manufacture of pen- 

cils. 


Two Salesmen in Search of an Order. (30 
min) l6sd. Sales Training Division, 

Dictaphone Corporation, 420 Lexington 

Avenue, New York City 17. 

* Shows work of a good salesman as con 

trasted with efforts of a poor salesman. 


What's an Office Anyway? (30 min) 16sd. 
Sales Training Division, Dictaphone 

Corporation, 420 Lexington Avenue, New 

York City 17. 

* Illustrates how a salesman with an 

understanding of office interrelations suc- 

ceeds in procuring an order. 


Word Magic. (3 reels) l6sd. Distributed 
by Modern Talking Picture Service. 

* Depicts the ways a salesman can get 

results with a ten-second sales talk. Fea- 

tures Elmer Wheeler. 


SOUND SLIDEFILMS 


Firing Line Films. (15 min each) Sound 
slidefilms. Audi-Vision, Inc., 285 Madi- 
son Avenue, New York City 17. 
* A series of twelve films, edited by Rich- 
ard C. Borden: How to Lasso Your Pros- 
pect’s Ear, How to Make Your Voice Help 
You Sell, How to Make a Demonstration 
Sell, How to Make Your Prospect Say, “I 
See.”, How to Take the Ice Out of 
Price, How to Make a Sale Stay Sold, 
How to Make a Theme Song Help You 
Sell, How to Make Your Selling Points 
Add Up, How to Make Your Reputation 
Help You Sell, How to Make a Question 
Clinch a Close, How to Make a Lost Sale 
Pay a Profit, and How to Sales Manage 
Your Selling Time. 
How to Win Friends and Influence Peo- 
ple. (15 min each) Sound slidefilms. 
Audio-Vision, Inc., 285 Madison Avenue, 
New York 17. 
* A series of six films based on Dale 
Carnegie’s book, featuring Mr. Carnegie 
as narrator: How to Gather Honey In- 
stead of Stings, How to Get People to 


Opening New Fildes 


A scene from ‘“‘Lease on the Future’ — 
seventh in the ‘‘More Power to America’”’ 
series we produced for General Electric 
Co. Our fifteen years of experience in 
creating quality business films can help 
you “open new fields’’. 


Kaplan Vb.0 


STUDIOS @®@ HOLLYWOOD 28 CALIFORNIA 





Like You, How to Make People Appre- 
ciate You, How to Make People Want 
to Cooperate, How to Win All Your 
Arguments, and How to Correct People’s 
Mistakes Without Making Them Sore. 

The Illustrated Voice. Sound slidefilm. 

Magnavox Company, Fort Wayne 4, 
Indiana. 

* Demonstrates the value of good sound 
slidefilms in a well-rounded sales and 
training programs, showing some of the 
devices which have proved most effective. 
Strategy in Selling. (1 hour each) Sound 

slidefilms. Dartnell Corporation, 4660 
Ravenswood Avenue, Chicago 40. 

* A series of seven films based on the 
manuals of J. C. Aspley: Planning the 
Sale, Getting Better Interviews, Making 
the Presentation, Disposing of Objec- 
tions, Closing the Sale, Managing Your 
Time, and The Way to Leadership. 

Selling America. Sound slidefilms. The 

Jam Handy Organization. 

* A series of five films based on Ben 
Franklin’s philosophy: Getting Them 
Talking, Being Agreeable, Getting To- 
gether, Keeping Your Neck In, and Tell- 
ing the Whole Story. 
* * * 

Jensen Advertising Manager Gets 
Business Administration Degree 
@ Bayarp H. Crark, advertis- 
ing and sales promotion manager 
for the Jensen Manufacturing 
Company, Chicago, designers and 
manufacturers of acoustic equip- 
ment, was awarded his Master's 
degree in Business Administra- 
tion by the University of Chicago 
at its commencement at the end 
Thirty 
years ago he had been given his 
Bachelor's degree by the 
versity of Illinois, 

“By” Clark joined the Jensen 
sales department in 1943 and 
served as expediter during the 
war, resuming his advertising and 
sales responsibilities when peace 


of the summer session. 


Uni- 


returned. Before joining the Jen- 
sen company, he spent fifteen 
years in advertising and printing. 
* - * 
Government Film Guide 
@ A new catalog of all Govern- 
ment motion pictures has just 
been published by the Library of 
Congress. Write to Superinten- 
dent of Documents, Washington, 
D C. for particulars, 


POSITION WANTED 
Young man, age 33, college 
graduate, wants script writing 
or sales position with producer 
of business films. Will also 
join motion picture staff of an 
advertising agency or an in- 
dustrial firm. Experience in- 
cludes six years of motion pic- 
ture script writing and six 
years of sales promotion. Loca- 
tion New York City. 

Write Box 100 

BUSINESS SCREEN 

812 N. 


Dearborn, Chicago, Ill. 


BUSINESS SCREEN MAGAZINE 








National ‘fmadeaion a Manufacturers Pictures 
Reach Total Audience of More Than 88,000,000 


@ Although the NATIONAL As- 
SOCIATION OF MANUFACTURERS has 
produced no new motion pictures 
in almost three years, five of its 
earlier productions are continuing 
in active circulation. Mr. L. Rob- 
ert Oaks, director of the visual 
education program in NAM’s 
Public Relations Division, reports 
that these films were given 15,008 
screenings last year to a total 
audience of 1, 393,726. 

Oaks added that NAM’s entire 
production of nine motion pic- 
tures and ten sound slidefilms 
have been exhibited, through 
both theatrical and non-theatrical 
channels, to a combined audience 
of more than 88,000,000 since the 
release of the Association’s first 
two motion pictures in August, 
1936. 

NAM-sponsored films are pro 
duced to create good-will, to ac- 
quaint the general public with 
particular aspects of problems 
facing the business man, and to 
encourage constructive public 
thinking on certain phases of busi- 
ness operations, They are gener- 
ally designed for mass consump- 
tion, but have been successfully 
shown to various special-interest 
including trade unions, 
student groups and business and 
professional organizations. 

Typical of the NAM films is 
Three to Be Served, w hich drama- 


groups, 
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For 16mm. Film — 400 to 2000’ Reels 
Protect your films 
Ship in FIBERBILT CASES 
Sold at leading dealers 


nly origina! Fiberbilt Cases 
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tizes a business enterprise conduc- 
ted by a group of high school 
students during their vacation. 
It outlines the principles by which 
business management 
satisfies labor, makes a fair re- 
turn to investors, and 


successful 


reduces 
prices to consumers or increases 
quality, and points out that any 
business enterprise must accom- 
plish these three goals if it is to 
prosper over 
time. 


a long period of 


To the average high-school stu- 
dent economics is a musty subject 
almost concerned with 
abstractions, but Three to Be 
Served creates interest by present- 
ing the subject matter on a level 
with the high school 
own experience. Simplified to a 
degree, it admittedly leaves out 
factors which are of primary con- 
cern to the business man, but it 
presents a situation which any 
teen-ager can understand and ap- 
preciate. It makes him see that 
the economic 


entirely 


student's 


system of our 
country is his concern, and direct- 
ly affects him as a potential voter, 
worker, consumer, and investor. 

When used in schools, Three to 
Be Served is accompanied by a 
teacher's guide prepared by M. R. 
Brunsetter, Ph.D., of Columbia 
University’s Teachers College, 
and one or more discussion out- 
lines centering on the problems 
presented in the films. 


The message of this motion 
picture, however, is not limited 
to the classroom, and the NAM 
has screened it before all types 
of groups including school teach- 
ers, women’s clubs, civic organiza- 
clubs, business 
groups, trade unions, and clergy. 
With occasional exceptions, audi- 


tions, service 


ence comments have been favor- 
able and frequently enthusiastic. 


One company 
leaders of the local union had 
approved Three to Be Served for 


reported that 


showings to its members and their 
families. Another company 
screened the film for its entire 
managerial staff, and in a sur- 
prise questionnaire the following 
day learned that 75% of the fore- 
men claimed a better understand- 
ing of economics after seeing the 
picture. The foremen also voted 
the film medium the most efficient 
method of teaching the rank-and- 
file employees facts about the 
company and its operations. 





| AVAILABLE NOW. 


OPERADIO 


EXPLAINETTE 


‘“EDUCATOR’’ 
Sound Skidefilm Prozectord 













@ FOR CLASSROOM 
INSTRUCTION 


@ FOR PUBLIC 
ADDRESS WORK 


© FOR PLAYING 


RECORDINGS OR 
TRANSCRIPTIONS 


THE MOST DYNAMIC SALES AND 
TRAINING AID IN AMERICA TODAY! 


Industrial and sales organizations, educators and re- 
ligious leaders are choosing the new EXPLAINETTE! 
The EXPLAINETTE is an efficient, inexpensive method 
of presenting a consistent and appealing sales or train- 
ing message. The EXPLAINETTE is designed for com- 
pactness and simplicity . . . it gives an outstanding per- 
formance in every respect — for selling — for training 


— for playing recordings and transcriptions. 


CHECK THESE OUTSTANDING FEATURES 


@ High fidelity OPERADIO 12 watt amplifier, with 
less than 5% distortion at full output. e OPERADIO 
8” speaker for finest tonal qualities. e Plays 78 RPM 
recordings or 33% RPM up to 16”. e Facilities for 
mixing microphone with background music. Avail- 
able with or without S.V.E. Model ‘‘AAA" or ‘'G" 
projector. 





For Complete Information — W rite 


oPERADIo 


MANUFACTURING CO., ST. CHARLES, ILL. 
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i. NEW PRODUCTS 





THE BUYER’S GUIDE TO THE LATEST IN AUDIO-VISUAL EQUIPMENT 





E SAW the new 
“Lite - Weight” 
sound motion picture pro 


Victor 
16mm 


jectors coming off the production 
lines at the company’s Davenport, 
lowa, plant earlier this month. 
They looked mighty sharp and in 
several test runs for our benefit, 
ran smooth and true to the eye 
and ear. 

This is Victor Animatograph’s 
“junior” running mate (for class 
conference and 


room, training 


und home-size groups) to the 
Victor all-purpose “60” 
The “Lite-Weight” is a 
single-unit case job, tallying about 


larget 


model. 


34 pounds complete (a girl can 
carry it with comparative ease) 
and lists at $375.00. It’s handsome 
in its gleaming aluminum chassis 
and extremely useful within the 
limits the company is careful to 
set for it. Needless to say, Victor 


dealers who were present when 
we previewed the new job were 
plenty enthusiastic. 

Sound is supplied by the small 
speaker unit which fastens directly 
on the front of the projector cas¢ 
or by an optional separate speaker 


furnished at additional cost. 


Other Light Models Coming 

@ As production lines warrant 
full announcement, several othe 
well-known names are due into 
the field with light-weight l6mm 
sound projectors. As these appear, 
full and detailed descriptions will 
be furnished for the guidance ol 
the many hundreds of company 
purchasing agents and other in 
dustrial and commercial execu 
tive readers who have asked for 
information of this sort. 

It is worth noting that these 
light-weight models supply a pan 
ticular and somewhat special 
need. They seldom replace the 
all-purpose, larger models which 
are essential for groups of any 
size and particularly where show 
ing conditions require maximum 
amplifier and light output for a 
satisfactory performance. On the 
other hand, demonstrations over 
the counter or in the home, 
smaller showroom needs and the 
average school classroom 
real market for 
portability, 


have 
created a 
mum 


maxi 
providing it 
does not give way to operating 
dependability, 
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Kodachrome Transparencies 
Shown on New Portable Display 


@ A new portable Kodachrome 
transparency display illuminator, 
which salesmen may conveniently 
carry, is announced by Vuette, 
Inc., of 366 Madison Avenue, New 
York, N. Y. (See illustration.) 
Phis Vuette 


new unit, it is 


Viewlex Announces New Line 
@ Recently introduced, and now 
available for immediate delivery, 
is the new line of Viewlex all- 
purpose slide and stripfilm pro- 
jectors. 

Incorporating the same quality 
features which have made View- 
lex slide projectors so popular 
with amateur users, the new AP- 
IC and AP-2C models now offer 
combination slide and stripfilm 
projection with either 2 or 5 inch 
focal length lenses. 

The AP-IC model includes case, 
screen, and built-in slidefile. 
Equipped with 2 inch Luxtar 
lens, it retails at $77; 5 inch lens 
and condenser system for long 
throws is available as an accessory 
at $19.95. 

The AP-2C, without case. and 
screen, is equipped with 5 inch 
Luxtar lens, and retails at $67; 2 
inch lens and condenser system 
is available as an accessory for 
$22.50. 

* ~ * 

Viewlex, which is located in a 
modern new plant on Queens 
Boulevard in Long Island City, 
has made a remarkable entry into 
the photographic equipment field 
during the past year. 

Lou and Ben Peirez, who head 
Viewliex, have long been in the 
metal fabrication industry, Dur- 
ing the war they turned out parts 





claimed, enables salesmen to 
dramatically demonstrate life-like 
reproductions of their product in 
brilliantly illuminated natural 
color. The device displays an 
8” x 10” film transparency evenly 
illuminated from behind. ‘The 
unit can be placed right on a cli- 
ent’s desk and turned on. No 
dimming of lights is required, as 
in usual projecting devices. Films 
may be changed in rapid succes- 
sion. 

The unit is extremely compact 
in appearance, measuring only 
1014” high, 814” wide and 6” 
deep. It weighs but 9 pounds. 
Now available. 


7 . * 


Bell & Howell Projectors 
Feature New Sprocket Guard 

@ According to a product an- 
nouncement by Bell & Howell, 
even defective film has no chance 
to jump off the sprockets of 16mm 
Filmo projectors, now being 


on subcontract for Grumman and 
many other prime producers, win- 
ning several awards in the process. 

Now equipped with one of the 
most complete metal shops in the 
country, they have concentrated 
on producing as fine a projector 
as is available on the market 
today. 

Among the outstanding features 
offered on the new Viewlex mod- 
els are aspheric condensers (on 
which Viewlex is pioneering) 
which are said to deliver twice as 
much light to the lens as spheri- 
cal condensers; less heat — more 
brilliance at 150 watts than other 
systems provide at 300 watts; in- 
stant self-threading on stripfilm; 
and easy cleaning—all glass parts 
are individually mounted as 
in any sound slidefilm machine. 


BeLow: The new Viewlex slide 


and stripfilm projector described 
in the columns above. 



























































Anove: The new Victor Animato- 
graph “Lite-Weight” 16mm sound 
motion picture projector recently 
announced, (See col. 1) 


equipped with newly-designed 
sprocket guards. Recognizing that 
damaged perforations are not al- 
ways easily detected, though they 
may be serious enough to inter- 
rupt a film showing, Bell & 
Howell engineers went to work 
on this minor but vexing problem 
of motion picture projection. 

The new guard was engineered 
to accommodate the difference in 
film curvature when a torn per- 
foration, as compared with a per- 
fect perforation, passes over the 
sprocket, Normally, it is not ex- 
pected that film having broken 
or torn perforations will be used 
for projection purposes. How- 
ever, if a damaged film perforation 
is unnoticed and the film is run 
through a Bell & Howell projec- 
tor, the new guard keeps the film 
curved smoothly around the 
sprocket, teeth correctly engaged, 
with no chance to jump off and 
suffer further damage. 


* * * 


New l6mm Day Light Printer 
Ready for the Market 


@ A most modern piece of print- 
ing equipment made specifically 
for the l6mm and 35mm film 
field is being readied this month 
for a general sales campaign. 

This announcement comes 
lrom Leo R. STREETER, who with 
his associates has started produc- 
tion on the new Day Light Printe) 
which they are building in their 
own plant at 2505 Ontario Street, 
Burbank, Calif. 

“The name ‘Day Light Printer’ 
aptly describes this new piece of 
equipment,” says Streeter, “in 
that it is operated completely in 
day light . . . the dark room is 
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used only for loading the maga- 
zines. We found that by the elimi- 
nation of many unnecessary parts, 
we could condense the machine, 
retaining the same high quality 
of work at a speed that would 
permit the finest prints obtainable 
at no sacrifice. We still get better 
than two thousand feet every 
hour, and with the pre-set light- 
ing arrangement, this brings a 
new departure in the construction 
of a film printer. 

“Our plant is now in operation 
and while we will not reach ca- 
pacity this year, we will have 
enough machines on the produc- 
tion line to more than adequately 
supply the demand.” 

Streeter is enthusiastic, as are 
his associates about their brain 
child, due to the many months 
of experimentation and _ testing 
that have gone into the project 

. a project lasting more than 
two years. He is not new to the 
motion picture business for he has 
been connected with the industry 
more than twenty-five years. For 
the past twenty years he has spe- 
cialized in the 16mm field as a 
sound engineer and production 
executive. # 


Automatic Device Shuts Off 


Room Lights at Projector 


@ “Lights!” “Turn off that light!”, 
or “Where's that darned light 
switch?” All these have been fa- 
miliar phrases to operators and 
audience of many film showings 
in schools, churches, homes, or 
public places not equipped with 
automatic illuminating equip- 
ment, 


But fumbling for lights has 
now become unnecessary with the 
introduction of the Lite-O-Stat, a 
new product manufactured by 
Viewlex, Inc. 

Designed to turn room lights 
off and on automatically directly 
from the projector switch, the 
Lite-O-Stat may be used with all 
projectors, silent or sound, motion 


or still, using up to 750 watts, 


105-125 volt A.C. current. It will 
keep any desk, table, floor or 3- 
way lamp up to 300 watts burn- 
ing until the projector starts, at 
which time the room light imme- 
diately goes off. 

Lite-O-Stat will soon become 
available from photographic and 
audio-visual dealers at $6.95. 








CHECK YOUR NEEDS WITH BUSINESS SCREEN ADVERTISERS 





“SELECTROSLIDE’”’ 


Che original automatic slide projector with remote control 


SPINDLER & SAUPPE 


2201 


=F 
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Projects 2x2” (35mm) slides “fully automatically" at 7 or 11 seconds by setting switch 
accordingly. 

Equipped with interchangeable magazine holding 48 slides 
(change requires but a few seconds). 

Has remote control for lectures to operate projector from speaker's 
platform “from any distance.” 

New type streamlined projector with cooling fan. 

Light weight complete unit with lens and case weighs only 25 Ibs. 
Compact: case 9” high, 13” wide and 14” deep, lift up cover. 
Projection lenses from 3 to 7” focal length available. 

Display cabinets in various sizes accommodate the Selectroslide 
without alterations. 

Selectroslide proved its merits at the World's Fairs in New 
York and San Francisco and is now extensively used in many 
Government departments for educational purposes. Many in- 
dustrial firms are using the Selectroslide for exhibits and 
training purposes. 





BEVERLY BLVD., LOS ANGELES 4, CALIF. 
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The 


INDUSTRY 


/ 


DAY LIGHT 
PRINTER 


... it prints 16 MM Sound « 8MM « 16 MM Silent... 


THE ONLY MEDIUM PRICED PRINTER 
IN THE MOTION PICTURE 


Capacity 2000 feet per hour. 
Immediate change over from 16mm to 8mm. 





Interior of printer shows light well, aperture 
which permits use of filters, and simplicity 
of operation. 


ACCURATE, DEPENDABLE, COMPACT, 
SPEED WITH QUALITY PRINTING 


One sprocket drive. 
Pre set light. 


for particulars, write or wire to 


THE DAY LIGHT PRINTER 


LEO R. STREETER, GENERAL EXECUTIVE 


4512 MORELLA AVENUE * NORTH HOLLYWOOD, CALIF. 
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% CONSTRUCTION ol a new $l, 
500,000 modern factory and ofhe« 
building will begin as soon as 
planning is completed and mat 
rials are procured according to 
an announcement released recent 


ly by Samuet G, Rose, president 


of the Vicror ANIMATOGRAPH 
CORPORATION, Davenport, lowa, 
pioneer mantacturers of |6mm 


motion picture equipment. 

The new project will be the 
most modern type of construction 
throughout the 150,000 
leet of space. All 
tions and fixtures will 


square 
floor installa 
be of the 
latest design and the ample floor 
space will permit the addition ol! 
a large amount of modern ma 
chinery to be used in the manu 
facture of Victor precision equip 
ment. A large cafeteria, play 
ground, ample parking lot and 
trackage facilities will all be im 
portant 


features of the project 


when completed. 


CONCENTRATES ALL FACILITIES 


This modern plant will hous 


the entire Victor manulacturine 
lacilities that are now located in 
several buildings. The factory 


portion of the building will be 
one story which will permit the 
most modern 


methods. 


production - line 
The ofhice section will 
he two stories. 


One of the largest expansions 
in the Victor Corporation that 
will result from the new building 
project will be the engineering 
and new product department. 
This anticipated expansion will 
enable the Victor Corporation to 
add a number of new products to 
thei line ol 
picture 


existing precision 
equipment. A 


considerable increase in the pro 


motion 


duction of present products will 
also result. 


Cuicaco, New York OFFIces 

Ihe Victor Corporation main 
tains sales offices.in Chicago and 
New York. Its distributor and 
dealer organization in the United 
States includes 
retail outlets. 


several thousand 
Victor's export department in 


cludes distributors in most for 


eign countries. The scope of this 
department can be realized from 
the fact that in a recent typical 
month shipments of equipment 
were forwarded to 3] 
countries. 


different 
Victor sound projec 
tors are produced by Salford Ele« 
trical Works, Lancashire, Eng 
land and distributed through Vi 
tor Animatograph 
(London) Ltd., 


Corporation 


London, Pyrox 
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VICTOR TO BUILD $1,500,000 


Melbourne, Australia 
Victor 


Pty. Ltd., 


also manutactures sound 
projectors. 

Victor is a division of Curtiss 
Wright 
quired the Victor organization in 
1946. 

* > . 

Cyril J. Staud Named Kodak’s 
Research Laboratory Director 
@ Appointment of Dr. Cyrit J. 
the 
Kodak Research Laboratory was 
this month by 
EASTMAN KopAK COMPANY. 

Dr. JOHN A. LEERMAKERS was 


named assistant director and head 


Corporation, which ac 


June, 


STAUD as new director of 


announced early 


of the photographic theory de 
partment. 
The 


nounced by 


appointments were an- 
Dr. C. E. K. Mess, 


DAVENPORT PLANT 


founder and director of the labor- 
atories since 1912, who will con- 
tinue to Kodak vice- 
president in charge of research. 

A native of Rochester, N. Y., 
Dr. Staud attended the University 


serve as 


of Rochester where he obtained 
a B. S. degre in 1920, and an 
M. S. in 1922. Two years later he 


took his Ph.D. in organic chemis- 
tury at Massachusetts Institute ol 
Technology, and joined Kodak 
immediately after. 

After serving in the laboratory's 
department of organic chemistry, 
he was appointed head of the 
emulsion research laboratory 
when it was organized in 1931. 
Since 1943 he has served as acting 
director of the research laboratory 


in the absence of Dr. Mees. 
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Gets KopAk RESEARCH Post: Dr. 
Cyril J. Staud is newly appointed 


director of Kodak Research 


Laboratory. 


Other appointments announced 
at the same time include: SAMUEI 
W. Davinson, formerly adminis- 
trative assistant to the director, as 
business the 
tories; Dr. WALTER CLARK, form- 
erly technical assistant to the di- 
head the black-and- 
white photography department; 
Dr. W. O. Kenyon, formerly as- 
sistant superintendent of organic 
research department, to head the 
high polymer department; and 
Dr. H. C. Yurz, formerly assistant 
superintendent of emulsion re- 
search, to head the emulsion de- 
partment. 


manager of labora- 


rector, to 


* . * 


F. S. Welsh Appointed 

As Cine-Kodak Manager 

@ Appointment of Freperic S. 
WetsH as manager of Eastman 
Kodak Company’s Cine-Kodak 
Sales Division was announced to- 
day by James E. McGuer, general 
sales manager. 

Born in New York City, Welsh 
attended Allendale School, Roch- 
ester, N. Y., Loomis School, Wind- 
sor, Conn., and was graduated 
from Princeton University in 
1936. 

For two years, from 1938 to 
1940, Welsh worked on the staff 
of the assistant production man- 
ager in Rochester. During the 
1940 New York World’s Fair he 
was night supervisor of the Kodak 
Exhibit staff. 

He returned to Rochester that 
year to join the Government Sales 
Division, later becoming assistant 
to the manager and, then, assist- 
ant manager of this sales division. 
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NEWS AND NOTES FROM THE FIELD 
* Someone asked recently—“Of all the Union 
Films made in the past five or ten years, 
how many were made under union con- 
ditions?” We don’t know the answer to 
that one, but it’s an interesting question. 


Anyone have any dope on this? 
* * * 





* At least one new union picture, /t’s Yow 
Life, Brother, produced for Local B-1031 (Chi- 
cago) of the Brotherhood of Electrical 
Workers (AFL), was made under union con- 
ditions by Eddie Albert Studios in Holly- 
wood. You'll find a review of it elsewhere in 
this issue, and New York trade feelings is that 
the picture ought to do a terrific job, Could 
be a forerunner of other union films designed 
to help better working conditions, or tell 
labor’s story, without a parlorfull of non- 
union pinks peeking down the view-finder 
in every scene. 

* * * 
* Although Business SCREEN is principally 
concerned with the reporting of new pictures 
and film usage as a business tool, some con 
sideration should occasionally be given to 
the merits of the individual technical achiev e- 
ments of the men who make them. 

In this vein, our hats are off this month 
to JAcK ZANDER of Willard Pictures for art 
direction on the Carpet Institute Adventime 
in Style, and to Dave Qua and OLLE Com- 





stept of Films For Industry for photography 
in Gruen’s Guardians of Precision. 

It is outstanding craftsmanship of this type 
which will continue to make the modern com- 
mercial film not only a good business propo- 
sition to its sponsor, but a credit to the 
motion picture industry as a whole. 

* * * 
* We have discovered two more commercial 
SCREENING ROOMS in New York since our 
round-up in last month’s issue. Both of them 
are small, but offer adequate facilities for a 
few people, and the rates are very low. 

Jack Rosenthal, 630 Ninth Avenue, has a 
small room, capacity of 8, and will screen fon 
about $1 a reel. 

Cinemart, 101 Park Avenue, has a 30 per- 
son seating capacity, and is available at $6 
per hour. 


* * * 


* Business SPONSORED EDUCATIONAL FILMS, a 
94-page index listing approximately 1,000 
sponsored films designed for educational use, 
has recently been published by the Committee 
on Consumer Relations in Advertising, Inc. 
Films are listed alphabetically and by subject 
headings. Sources and rental charges are 
given. 
* * * 

* Harvey Marvowe, for two and a half years 
executive television producer of the American 
Broadcasting Company, has resigned from 
the network to form a new company, Harvey 
Marlowe Television Associates, with o‘fices at 
221 West 57th Street. 





Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 


for proof that 
DEPICTO FILM 


gets results, check with: 
Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 

E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 
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MAGNIFIED 
VIEW OF 
Radiont's 
““Hy-Flect” 
screen sur- 
foce of 
millions of 
glass beads 
imbedded 

in pure 
white plas- 
tic. These 
REFLECT light 
instead of 
obsorbing it! 


RADIANT MANUFACTURING CORP. 
1243 S. Talman Ave., Chicago 8, Ill. 


Send me FREE Screen Guide—also latest 
Circular showing complete line of Port- 
able, Wall, Ceiling and Table Screens. , 

(f 
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...the NEW 
make in 


The 1948 Radiant Projection 
Screens bring you clearer, 
sharper, more brilliant pictures 
—amazing new beauty in both 
black-and-white and color pro- 
jection. Important new features 
include: speedy, convenient set- 
up with the screen flowing 
smoothly into correct position 
... remarkable adaptability to 
different projection conditions 
.-. Sturdy, trouble-free durabil- 
ity. Precision-built, modern to 
the last detail—these new Radi- 
ant Screens bring out the best 
in any pictures! 


Send for FREE Screen Guide Today! 
“Secrets of Good Projection,” a 32-page 
booklet, gives proper screen sizes, correct 
projection lenses, tips for improving pro- 
jection and many other valuable facts. 
Mail coupon for your FREE copy. 


ADIANT 


Mag.U.S Pot.Ou. 


__  YPROJECTION SCREENS 


‘e 
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RADIANT Screens 
your pictures 







Exclusive New 
Radiant Screen 
Features 
1 Self-Opening Tripod Legs* 
2 Screen Leveller* 
3 Shakeproof Satety Catch 


4 Feather Touch Adjusting 
Handle (U. S. Patent) 


5 Fully Automatic Auto-Lock* 4 
6 Built-In Shock Absorbers * 
7 Automatic Leg-Lock 

8 Rubber-Ball Tripod Feet 


9 Triangular Steel Tube 
Construction ' 


) 10 Automatic Leg Adjustment te | 
’ 11 FingerGripCarryingHandie | 4 
12 Streamlined Design 2 

5 13 Automatic Leg Closing c 
14 Complete Range of Screen io 
Heights i 

15 Unconditional Guarantee of 













The complete Radiant line sical 





includes Wall, Ceiling and pt 
Table Models in sizes 22 * 
feet x 30 feetto 20 feetx20 VF 


feet and larger. 


* Pot. Pending 
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Pictures: Harry Post (cen- 
ter) has been joined by Harold 
Baumstone (left) and Milton Salz- 
burg (right). 


Post 


AROUND THE SHOPS 


Post and Academic Merge 

@ MILTON SALZBURG and HAROLD 
BAUMSTONE, long operating part- 
ners in leading film production 
and distribution companies, have 
joined Post Pictures Corpora 
TION as sales executives. 

Under the new 
acquires exclusive distribution 
rights to all product of Academic 
Film Company, which was formed 
by Salzburg and Baumstone aftet 
their resignation from Pictorial 
Films, Inc. in 1946, 

Harry A. 
Post Pictures, announced at the 


set-up, Post 


Post, president ol 


same time the opening of new, 
larger offices at 115 West 45th 
Street, New York, to house the 
expanded operations. 


Video Productions, Inc. 
Is Formed in Philadelphia 
@ Under the name Vipeo Pro- 
puctions, INc., News Reel Lab- 
oratory will undertake complete 
production of l6mm_ films for 
television and supply technicians 
and facilities for those with their 
own creative resources. 

A new building at 1733 Sansom 
Street 
still and motion picture studios 


houses executive offices, 


with sound recording laboratories, 
dressing rooms and prop depart- 
ment. Complete processing lab 
oratories and acoustically treated 
projection room are also located 
in the new structure. 

Current production at News 
Reel includes a consumer-directed 
film for Gimbel Brothers pointing 
up shopping time-savers and sur- 
veying the inner workings of the 
huge department store, and a film 
for Glen Gery Brick and Shale 
Co, depicting the manufacture 
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Men Who Make Pictures 





and uses of the many varieties of 
brick. 


MPO Productions Opens in 
New York Studio Field 

MPO  Propuc 
rions, Inc., a new sponsored-film 


@ Formation of 


producing venture, has been an 
nounced by Lawrence E. Madison 
and J. L. Pollock, two officers ol 
MPO Produc 
tions offices will be located at 342 
Madison Avenue, New York City. 

Mr. Pollock resigned 


from Young and Rubicam, Inc., 


the new concern. 


recently 


where he has been associated with 
Dr. George Gallup for the past 
Six years, 

Mr. Madison has directed the 
production of many films includ 


€. 


ing Men of Gloucester, Pueblo 
Boy, Southern Highlanders, and 


the Ford Motor Company films. 


James F. Smith Joins Staff 
of Atlas Films, Chicago 
@ Appointment of James F. 
SMITH as supervisor of the film 
cutting and editing department, 
\thas Educational Film Co., was 
announced this month by Robert 
B. Wesley, Atlas president. 
Well-known to the trade, Jim 
Smith’s twenty year career in the 
motion picture industry includes 
the independent production ol 
theatrical pictures. In the com- 
mercial field, Smith has cut o1 
supervised the cutting of 
than 400 films. 


more 


e Ro 7) a 


for 


LIGHTING 


PO 


IPMENT 


a full line of 


Incandescent and Arc Lamps 


Cables 


Boards 


Boxe S 


and Accessorics 


for the 


i Wartattac 


Industrial 


Educational or Commercial Producer 


MANUFACTURERS 


of 


ROSSLITE INKIE EQUIPMENT 
Se ticaeeme Ol igulelticcw tele 


MOLE-RICHARDSON CO. 


and 


& McALISTER, INC. 


BARDW ELI 


Holly wood 


California 


Your requirements for interior 


lame 4caaltlam (ertelsliimel <a) meta 


of to the last 


RENTALS - 


minutc¢ 


SAI 


Rraetie 


ES - SERVICE 


harles Ross, Inc. 


333 West 52nd Street 


New York 19, N. Y 


Circle 6-5470-1 





BUSIN 


Herrick Changes Firm Name 
to Mannon Productions 

@ HERRICK Propuctions, 112 West 
89th Street, New York, has 
changed its name to Mannon 
Productions. 


Headed by F. B. Mannon, the 
new firm will retain all facilities 
and personnel of Herrick Produc- 
tions. F. Herrick remains as execu- 
tive director of the motion pic- 
ture department; Thomas B. Cox, 
Jr. as general sales manager. 

Studio facilities have almost be- 
come completed. Occupying two 
floors of the former Riverside 
telephone exchange, Mannon will 
be equipped for full motion pic- 
ture production with several 
sound stages and new film record- 
ing equipment. 

Presently being completed is a 
new color film jointly sponsored 
by South Bend Bait, Evinrude, 
U.S. Rubber, and Penn Yan Boat. 
Photographed in northern Wis- 
consin, the new film features John 
Carradine, Stu Pritchard and 
Tubby Toms, expert fisherman 
and sports columnist for the Indi- 
anapolis News. Another film on 
how to select a fishing kit is being 
produced for South Bend Bait. 


DiPietro Joins Hawley-Lord 

@ Effective in September ALFRED 
DiPietro became Vice President 
in charge of Sales for HAwLey- 
Lorp, Inc. Mr. DiPietro resigned 
from Films, Inc., as Vice President 
in charge of Operations on Au- 
gust 15th. 


San Francisco Film Studios 
Move to New Location 

@ Emer Moss Stuptos, San Fran- 
cisco producers of 


motion 


commercial 
pictures and. slidefilm 
presentations, has moved to larget 
studios at 29 California Street in 
downtown San Francisco. ELMER 
Moss, head of the expanded or- 
ganization, was formerly manage 
of film production for Photo & 
Sound, San Francisco, 

E. D. Redington, formerly in 
the visual department of a west- 
coast agency, and during the war 
a Commander in charge of the 
Navy's “CLC.” magazine, has 
joined the staff as writer and pro 
ducer of 


motion pictures and 


slidefilms. 


Ziegler to John Sutherland 

@ Joun H. Zircier, formerly 
with J. D. WRATHER PRODUCTIONS, 
Beverly Hills, has joined the staff 
ol JOHN SUTHERLAND 
r10NS, INc., Los Angeles. 
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ON THE Set during the shooting of Spry minute movies for Lever Bros. 
Left to right: James B. MacVickar, Assistant Account Executive on the 
Spry Account, Ruthrauff & Ryan; Cal J. McCarthy, Jr., Vice President, 
Ruthrauff & Ryan; J. A. DeMott, Director of the Spry movies, Willard 
Pictures, Inc.; Edith Spencer, Spry’s “Aunt Jenny”; J. A. Proctor, As- 
sisting Advertising Manager for Spry, Lever Bros.; and T. W. Willard, 


President, Willard Pictures, Inc. 








Sicn Firm: John Canady (stand- 
ing) watches John West sign for 
new General Petroleum Film. 


Cobb’s World-Record Runs 

In New General Petroleum Film 
@ A contract to produce the off- 
cial film of the speed runs of John 
Cobb on the Bonneville salt flats 
of Utah was awarded John 
Canady Productions at the Hal 
Roach Studios. Contract was 
signed in behalf of General Petro- 
leum Corporation, sponsor of the 
runs, by John R. West, president 
of West-Marquis Inc., General 
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THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 EAST OHIO STREET - CHICAGO 11 
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Petroleum’s advertising agency. 

Cobb, British fur broker who 
already holds the present land 
speed record of 369.7 miles pet 
hour, set a new world’s record in 
September with his Railton Mobil 
Special. Canady is producing a 
l6mm film in color showing not 
only the actual record run but 
much of the preliminary work 
over a period of many weeks. 

* . * 
Spry Sponsors Minute Movie 
Series by Willard Pictures 
@ WILLARD PicruREs is now in 
production on a series of minute 
movies for Lever Brothers’ Spry 
through Ruthrauff & Ryan. 

The new series will be one of 
the first to utilize Ansco Color 
35mm _ film. Ansco’s new color 
film, only recently made available 
for 35mm motion picture pro- 
duction,. should fill a definite 
need, with Technicolor produc- 
tion so limited, 

T. W. WILLARD, president of 
Willard Pictures, has worked very 
closely with the Ansco Company 
and Houston Film Laboratories 
during the development of Ansco 
Color motion picture production 
and processing. 

* * * 
Proctor & Gamble Series by 
John Sutherland Productions 
@ JOHN SUTHERLAND PrRopuc- 
rions, Hollywood, has completed 
two series of minute theatre spots 
for Protcor and Gamble. One se 
ries of live action playlets is on 
Tide, the new P. & G. detergent; 
the other series, in some of the 
most effective and entertaining 
animation ever prepared for the- 
atre advertising, promotes P. & 
G's. Duz. 
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Adaptations of All-Purpose Model 
from basic GoldE units which 
may be purchased individually. 


ANOTHER 





FIRST 


DOUBLE 


BLOWER COOLED 


for Safer, More Brilliant Projection 


GoldE ALL-PURPOSE now brings you 
unmatched versatility in high efficiency, 
long range projection of color and black 
and white slides plus filmstrip. More 
light per watt... yet cooler! Attractively 
priced. Immediate delivery. 


Write for Bulletin No. 473 


GoldE Manufacturing Co. 


1220-B W. Madison Street, Chicago 7, U.S.A. 











automatic features: 


LARGEST 





Houston 


PRODUCERS OF 





HOUSTON TAKES THE HONORS AGAIN 


NEW Features of Houston Model 11 
Acclaimed by Industry 


Model 11 — for daylight processing of 16 mm. positive, negative 
or reversal film up to 22 ft. per minute. 

Undisputed superiority of Houston processing equipment — both at 
home and abroad — is again acclaimed in Model 11 with these NEW 


e Clutch Mechanism delivers constant gentle tension. 
Eliminates film stretch and distortion. Trouble-free 
operation. 

© Replenishing Tanks automatically keep develop- 
ing, hypo and bleach solutions at constant strength. 
Constant temperature of solutions thermostatically 
controlled. Economical operation. 


e Overflow Drains. Each solution tank is equipped 
with overflows which maintain constant level of 
solution as replenishment is added. 


Stainless steel throughout. Complete machine. No extras needed. 


e 


THE HOUSTON 
CORPORATION 


Los Angeles 25, Calif. 


a 


Write for descriptive folder 


11801 West Olympic Blvc 
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AMPRO HOLDS ITS ANNUAL DEALER DAY 





Members of the Ampro dealer family at the Bismarck Hotel event. 


*% Rapipty ExpANDING MARKETs 
for audio-visual aids were pre- 
dicted at the AMPRO CORPORATION 
Dealer Day, held in Chicago's 
Bismarck Hotel, last month. This 
annual get-together of Ampro 
executives and dealers was keyed 
to the salespeople of visual educa- 
tional dealers, who sell Ampro 
slide and sound projectors to 
schools, churches and industrial 
firms. 

While speakers and open forum 
discussions reflected high opti- 
mism over the market for such 
educational aids, serious .consid- 
eration was given to increasing 
competition in the field. Empha- 
sizing that the time for aggressive 
selling had returned, Ampro ex- 
ecutives revealed that the com- 
pany was greatly stepping up its 
efforts and 
would release the largest advertis- 
ing campaign in Ampro’s history. 

Harry Monson, Ampro vice- 
president and sales 


sales promotional 


manager, 
spoke of the right sales outlook 
and urged dealers to lose no time 
in taking full advantage of it. 
FRANK B. Rocers, JR., eastern di- 
vision manager; Howarp Marx, 
assistant sales manager and A. J. 
BRADFORD, industrial sales depart- 
ment, gave dealers practical points 
for demonstrating and _ selling 
Ampro’s “Premier-20,” Arc and 
Slide projectors, G. F. Swepton, 
educational department, present- 
ed a preview of a new visual aid 
for selling Ampro slide projectors, 
a strip film showing advantages 
of these projectors. 

A. J. PALMER, Ampro’s recently- 
named president, reviewed the 
company’s over-all expansion pro- 
gram and closer correlation with 
the research facilities of Generai 
Precision Equipment Corporation 
of which Ampro is a subsidiary. 
Ovtson ANpeERSON’ of Bay City, 
Michigan, Ampro dealer and new 


Naved president and PauL Hum- 
ston of Kansas City Sound Serv- 
ice provided dealers with an in- 
sight into their notably successful 
selling methods. W. F. ScANTOoN, 
Ampro advertising manager, re- 
vealed plans for a huge direct 
mail campaign to schools and 
churches, and IrvinG J. ROSEN- 
BLOOM, of the advertising agency 
bearing his name, explained the 
direct-action principle of Ampro’s 
advertising which has produced a 
continuous flow of leads _ for 
Ampro dealers. 

Following a panel discussion 
of dealer advertising, H. WiLson, 
Ampro service manager clarified 
service policies and procedures 
and told of plans for conducting 
4-day classes in cities throughout 
the nation for training service 
men. 

Ihe entire program was under 
the direction of E. N, NELson, 
Ampro educational sales director, 
who also presided at the morning 
and afternoon sessions. 


Charles R. Moffatt Retires 

as U.S. Steel Ad Director 

@ CuHarces R. Morrartt, director 
of advertising for the UNirep 
STATES STEEL CORPORATION OF 
DELEWARE, retires at the end of 
the month after 40 years continu- 
ous service with one of the na- 
tion’s active sponsors of business 
and industrial films. 

Mr. Moffatt began his career 
with the Corporation in 1907 in 
the accounting department of the 
Illinois Steel Company in Chi- 
cago. Following his transfer to 
Illinois Steel’s sales department 
in 1919, he was appointed adver- 
tising manager. With the merger 
of Illinois Steel and Carnegie 
Steel in 1935, he was elevated to 
the position of advertising mana- 
ger of Carnegie-Illinois, with 
headquarters in Pittsburgh. 
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News of the Visual Dealers 


Announce Photoart Visual Firm 
Organization and Executive Staff 


@ PHOTOART VISUAL SERVICE of 
Milwaukee, Wisconsin, has in- 
corporated and expanded facili- 
ties to provide one of the finest 
and most complete photographic 
and visual equipment outlets in 
Wisconsin. 12,000 sq. ft. adjoin- 
ing the present location have been 
added, 

Officers of the new corporation 
are Roa Krart Bircu, president 
and treasurer; F. L. BRETHAUER, 
president; J. W. ScHACH, 
secretary. 


vice 


Roa Birch has been one of the 
leading visual aid consultants in 
Wisconsin for many years. F. L. 
Brethauer and J. W. Schach were 
formerly executives at the Bell 
& Howell Co., Chicago, Illinois. 
Mr. Brethauer handled sales en- 
gineering in addition to_ his 
industrial sales managership. Mr. 
Schach was head of retail sales. 


Stevens Pictures, Inc. Announces 
Executive Staff Appointments 

@ STEVENS Pictures, INC. an- 
nounces the appointment of L., J. 
“JACK” POWELL as Executive Vice- 
President. Powell will be in 
charge of all operations, includ- 
ing branches and affiliates. 

Mr. Powell has been Secretary 
& Treasurer of Stevens Pictures 
since his return from the services 
where he was a captain in the Air 
Forces. He is also being appointed 
to the Board of Directors of Merit 
Films, Inc. Dallas, Texas, and 
‘Tennessee Visual Education Serv- 
ice, Inc. Nashville, Tenn. 

In line with Stevens Pictures 
extensive plans, since the end of 
the war, to give full coverage and 
active representation in their serv- 
ice territories, the following other 
important personnel promotions 
have been completed: Rosert 
“Bos” Davis, President, Tennes- 
see Visual Education Service; W. 
D. BessEvieu, Vice-President, Ste- 





vens Pictures, Inc. in charge of 
Florida operations; W. B. “Bit” 
Butz, general manager, Southern 
Pictures, a division of Stevens Pic- 
tures, Inc. New Orleans, La. and 
Mississippi operations; W. H. 
Harper, General Manager, Ste- 
vens Pictures, Inc. in Birming- 
ham, Ala., in charge of Alabama 
operations and JoHN L, Gray, 
Secretary & Treasurer of Stevens 
Pictures, Inc. 


Screen Adettes Opens New 
Office Branch in Los Angeles 
@ THe Screen Apetre Eguip- 
MENT CorpPorRATION, West Orange 
audio-visual equipment firm, is 
its new loca- 
tion at 8479 Melrose Avenue, Los 
Angeles, 


now established in 
California. Occupying 
nearly 4,200 square feet of floor 
area, the new quarters are ample 
to handle the sales and distribu- 
tion of RCA and other projectors, 
and package and sound mate- 
rials of all kinds for the com- 
pany’s Southern California ac- 
counts. 


Library Films, Inc., Opens 
Office in New York City 
@ Announcement is made of the 
organization of Liprary Fics, 
INc., 25 W. 45th Street, New York 
19, N. Y. for the purpose of serv- 
ing 16mm film rental libraries, 
educational and religious institu- 
tions. 

LiBRARY Fi_s, INc. has acquir- 
ed the extensive library formerly 


owned by Walter O. Gutlohn, 
Inc., who were the pioneers in 
the l6mm field and had_ been 


actively operating for more than 
fifteen years. 

The company is headed by Paul 
N. Robins, who will be its Presi- 
dent and Director. 

\aron Katz, president of Offici- 
al Films, Inc. will be vice-presi- 
dent and treasurer of LIBRARY 
Fits, Inc. The policy of the new 
enterprise will be announced to 
the trade within the near future. 
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IN PRODUCTION AND DISTRI- 
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MUNTZ-SHORE PRODUCTIONS: 6425 HOLLYWOOD BLVD 
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BETTER PROTECTION 
MEANS BETTER PROJECTION 


* 





Neumade's complete line of essential products 
necessary for the safe keeping, proper care and 
filing of valuable films, insure longer life and 





better projection . . . always. 
innaseasene™' MM 119 FILM CABINET 
Cc ity forty 400 ft FILM 
apacity forty 3 
twenty 800 ft.; twenty CLEANING 
1200 ft.; twenty 1600 ft. MACHINES 
reels. Has special drawer 








for strip film. Two utility 
drawers. Key lock. Dust- 
proof Fire resistant. 


MM119—4 
Same as our MM119 but fitted completely for 
400 ft. reels. Capacity 160 reels. 


MM119—16 
Same as our MM119 but fitted completely for 
1600 ft. reels. Capacity 60 reels. 


MODEL RK 250 FILM RACK 

All steel, holds 250-400 ft. reels, size 10” deep, 

72” high, 48” wide. 

Can also be had on order for any capacity of 

any size reels. Forward your requirements and 

receive immediate quotations and specifications. 
Length of separator racks may be purchased sep- 


orately for installing in present library stocks or 
shelving. 
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SCREEN RESULTS °¢l! Your 


Product 


To attract interest in your message, vivid, lifelike screen 
images are essential. That is why so many business firms 
choose the Spencer MK Delineascope for projecting 2’’ x 2” 
colorslides. 





Designed by optical specialists with a background of over 
one hundred years in producing scientific instruments, the 
MK is unequaled in image sharpness, flatness of 
field, and evenness of light distribution. Features 
include: 300 watt illumination for brilliance even in 
an undarkened room, fan unit keeps slides safe in- 
definitely, lamphouse remains cool enough to handle, 
convenient carrying case with room for 200 slides. 
Moderately priced. See your local supplier for a 
demonstration or write Dept Ws80 





American @ Optical 
Scientific amen Division 
Buffalo 15, New York 
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EASTERN STATES 


* CONNECTICUT - 
Audio-Video Company of New 
England, 110 Wall St., Norwalk 
Audio-Visual Corp., 53 Allyn St., 

Hartford. 

Bridges Motion Picture Service, 
244 High St., Hartford 5. 

Pix rilm Service, 34 E. Putnam Ave., 
Greenwich. 

Eastern Film Libraries, 95 N. Main 
St., Waterbury 14. 

* DISTRICT OF COLUMBIA»: 

Jam Handy Organization, Inc., 
Transport’tn Bldg., Washington 6. 

Paul L. Brand & Son, 2153 K Str., 
Washington 7 

The Film Center, 915 12th St., N.W., 
Washington. 

* MAINE > 

D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 

* MARYLAND -*- 

Collins Motion Picture Service, 
502'4 & 506 St. Paul St., Baltimore 
2; Also 4 Race St., Cambridge. 

Folkemer Photo Service, 927 Poplar 
Grove, Baltimore 16. 

Kunz Motion Picture Service 

432 N. Calvert St., Baltimore 2. 

Stark Films, 537 N. Howard St., 
Baltimore 1. 

Howard E. Thompson, Box 204, Mt. 
Airy 

* MASSACHUSETTS + 

Audio-Video Company of New 
England, 30 Huntington Ave., 
Boston 16. 

Audio-Visual Corp., 116 Newbury 
St., Boston 16. 

Ideal Pictures, 40 Melrose St., Bos 
ton. 

Jarrell-Ash Company, 165 Newbury 
St., Boston 16. 

Wholesome Film Service, Inc., 20 
Melrose St., Boston 16. 

South End Film Library, 56 Val 
lonia Ter., Fall River. 

Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 

Stanley-Winthrops, Inc., 90 Wash- 
ington St., Quincy 69. 

Bailey Film Service, 711 Main St., 
Worcester 8. 

* NEW HAMPSHIRE + 

A. H. Rice and Company, 78 W. 
Central St., Manchester. 

+ NEW JERSEY - 

Art Zeiller, 868 Broad St., Newark 2. 
Slidecraft Co., South Orange, N. J. 
* NEW YORK > 
Hallenbeck & Riley, 562 Broadway, 

Albany 7. 

Wilber Visual Service, 119 State St. 
Albany. (Also New Berlin, N. Y.] 

Buchan Pictures, 79 Allen St., Buf- 
taio, 

Community Movie Circuit of 
Western New York, 1285 Bailey 
Ave., Buffalo 6. 

Loomis and Hall Camera Supplies, 
364 N. Main St., Elmira. 
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Charles J. Giegerich, 42-20 Kissena 
Blvd., Flushing. 
Association Films, 

Ave., New York 17. 
(Y.M.C.A. Motion Picture Bureau) 
Bertram Willoughby Pictures, 

Inc., Suite 600, 1600 Broadway, 

New York. 

Brandon Films, Inc., 1600 Broad- 

way, New York 19. 

Catholic Movies, 220 W. 42nd St., 

New York. 

Comprehensive Service Co., 245 W. 

55th St., New York 109. 

Crawford & Immig, Inc., 265 W. 

14th St., New York City 11. 
Institutional Cinema Service, Inc., 

1560 Broadway, New York 19. 
King Cole’s Sound Service, 340 

Third Ave. at 25th St., N. Y. C. 10. 
Knowledge Builders Classroom 

Film, 625 Madison Ave., New 

York 2. 

Otto Marbach, 630 oth Ave., New 

York. 

Mogul Bros., Inc., 68 W. 48th St., 

New York City. 

Nu-Art Films, Inc., 145 W. 45th 

St., New York 19. 

S. O. S. Cinema Supply Corp., 449 

W. 42nd St., New York 18. 
Specialized Sound Products Co., 

551 Fifth Ave., New York 17. 
Sullivan Sound Service, 475 Fifth 

Ave., New York 17. 29 Salem Way, 

Yonkers. 34 Palmer, Bronxville. 
United Specialists, Inc., Pawling. 
The Jam Handy Organization, 

Inc., 1775 Broadway, New York 18. 
Duncan, James E., Inc. Motion 

Picture Service, 65 Monroe Ave., 

Rochester 7. 

Morris Distributing Co., Inc., 412 

S. Clinton St., Syracuse 2. 

Visual Sciences, Suffern. 
Ideal Motion Picture Service, 371 

St. Johns Ave., Yonkers 4. 


347. Madison 


* PENNSYLVANIA > 
J. P. Lilley & Son, 277 Boas St., Har- 
risburg. 
Harry M. Reed, P. O. Box No. 447, 
Lancaster. 
Kunz Motion Picture Service 
1319 Vine St., Philadelphia 7. 
Lippincott Pictures, Inc., 4729 Lud- 
low St., Philadelphia 39. 
News Reel Laboratory, 1733 San- 
som St., Philadelphia 3. 
Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 
Karel Sound Film Library, 410 
Third Ave., Pittsburgh 19. 

Clem Williams Films 
311 Market Street, 
Pittsburgh 22. 

Kunz Motion Picture Service, 1905 
Sanderson Ave., Scranton. 

L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 


* RHODE ISLAND - 
Audio-Visual Corp., 268 West- 


minster St., Providence. 


United Camera Exchange, Inc., 
607 Westminster St., Providence 3. 
Westcott, Slade & Balcom Co., 95- 

99 Empire St., Providence 3. 
* WEST VIRGINIA + 
J. G. Haley, P. O. Box 703, Charles- 
ton 23. 
United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 
Apex Theatre Service & Supply, 
Phone 24043 Box 1389 
Huntington. 


SOUTHERN STATES 


* ALABAMA + 

Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th St., 
N., YMCA Bldg., Birmingham. 
Jos. Gardberg, 705 Dauphin St., 

Mobile 16. 

John R. Moffitt Co., 19% S. Perry 
St., Montgomery. 

* FLORIDA + 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 Miramar Ave., 
Jacksonville 7. 

Florida School Book Depository, 
700 E. Union St., P.O. Box 36, Sta- 
tion G, Jacksonville, 7. 

Ideal-Southern 16mm Pictures Co., 
1348 N. Miami Ave., Miami. 

Stevens—Pictures, 9536 N. E. Sec- 
ond Ave., Miami. 

Bowstead’s Camera Shop, 1039 N. 
Orange Ave., Orlando. 

Southern Photo and News, 608 E. 
LaFayette St., Tampa. 

- GEORGIA + 

Calhoun Company, 101 Marietta St., 
Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N.E., Atlanta. 
Stevens Pictures, Inc., 101 Walton 

St.. N. W., Atlanta 3. 

Strickland Film Co., 141 Walton 
St., N. W., Atlanta 3. 

* KENTUCKY * 

D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louisville.) 
Hadden 16mm Film & Projection 

Service, 423 W. Liberty, Louisville 

National Film Service, 423 W. 
Breckenridge, Louisville. ( Also Lex- 
ington ) 

* LOUISIANA - 

Stanley Projection Company, 2114 
Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 

Stirling Motion Picture Co., 3152 
Florida St., Baton Rouge 9. 

Ideal Southern Pictures Co., 826 
Barrone St., New Orleans 13. 

* MISSISSIPPI + 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


- NORTH CAROLINA -°- 

Carolina Industrial Films, 404 Lib 
erty Life Bldg., Charlotte 2. 

National Film Service, 14-20 Glen- 
wood Ave., Raleigh. 

* SOUTH CAROLINA - 

Calhoun Company, 1110 Taylor 
St., Columbia 6. 

Palmetto Pictures, Inc., 
Main St., Columbia 17. 

¢ TENNESSEE °* 

Ideal Pictures, 108 W. 8th St., Chat- 
tanooga 2. 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., Knox- 
ville 15. 

Frank L. Rouse: Co., Inc., P. O. 
Box 2107, Knoxville 1). 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal Bldy.., 
Knoxville. 

Ideal Pictures Corp., 18 S. 3rd St., 
Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 
Southern Visual Films, 687 Shrine 

Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

* VIRGINIA + 

Capitol Film & Radio Co., Inc., 19 
W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408 10 E. 
Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 309 E. Main 
St., Richmond. 

Presbyterian Committee of Publi- 
cation, 8 N. Sixth St., Richmond 9. 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main St.. 
Little Rock. 
* ILLINOIS + 
Father Hubbard Educational 
Films, 188 W. Randolph St., Chi- 
cago I. 
Ideal Pictures Corp., 28 E. 8th St., 
Chicago. 
Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 
McHenry Educational Films, 64 E. 
Jackson Blvd., Chicago 4. 
Midwest Visual Equipment Co., 
4509 N. Damen Ave., Chicago 25. 
Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S. La 
Salle St., Chicago 3. 
Visual Research Company, 30 N. 
Dearborn St., Chicago 2. 
Stinson Projector Sales, 521 S. 
Lombard Ave., Oak Park. 
* INDIANA - 
Ideal Pictures, 1214 Pennsylvania, 
Indianapolis. 
Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 
Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


1909 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 


BUSINESS SCREEN MAGAZINE 

















A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


* IOWA « 

Pratt Sound Film Service, 805 
Third Ave., S. E., Cedar Rapids. 
Ryan Visual Aids Service, 409-1! 

Harrison St., Davenport. 
General Pictures Productions, 621 
Sixth Ave., Des Moines 9. 


* KANSAS-MISSOURI + 

Audio Visual Aids, Broadview Hotel 
Bldg., Wichita, Kas. 

Kansas City Sound Service Co., 
Room 1, Lobby floor, 926 McGee 
St., Kansas City 6, Mo. (Ideal Pic- 
tures) 

Select Motion Pictures, 1818 Wy- 
andotte St., Kansas City 8. 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. é 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 

Pictosound Movie Service, 
Lindell Blvd., St. Louis 8. 


* MICHIGAN - 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., De- 
troit |. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Jensen-W heeler, Inc., Hotel Durant 
Building, Flint 1. 

Locke Film Library, 120 W. Lovell 
St., Kalamazoo 8. 

Gillespie Visual Education Service, 
220 State St., St. Joseph. 

* MINNESOTA - 

Museum of Visual Materials, Ken- 
yon. 

Ideal Pictures, 301 W. Lake St., 
Minneapolis. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minneapolis 
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National Camera Exchange, 86 S 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


* NEBRASKA - 
Church Film Service, 2595 Mander. 
son St., Omaha 11. 


* OHIO - 

Franklin Films, Inc., 287 W. Ex- 
change St., Akron 3. 

Lockard Visual Education Service, 
922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., Cin- 
cinnati, 2. 

Ralph V. Haile & Associates, 215 
Walnut St.. Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Visual Commu nications, Inc., 2108 
Payne Ave., Cleveland 14. 


USE THIS 


DIRECTORY 


Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Murray Motion Picture Service 

Co., 879 Reibold Bldg., Dayton 2. 
Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

James B. Upp Motion Picture 
Service, 750 Broadway, Lorain. 
Martin Sound Systems, 50 Charles 

Ave., S.E.,Massillon. 
Cousino Visual Education Service, 
Inc., 1221 Madison Ave., Toledo 2. 
Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 
E. L. Moyer, P. O. Box 236, Wayne. 
Thompson Radio and Camera Sup- 
plies, 135 S. 6th St., Zanesville. 


* SOUTH DAKOTA - 
Harolds Photo Shop & Camera 
Clinic, 308 Phillips Ave., Sioux 
Falls. 


* WISCONSIN - 

Meuer Photoart House, 
411 State St., 
Madison 3. 

R. H. Flath Company, 2410 N. 3rd 
St., Milwaukee 12. 

Photoart House, 844 N. Plankinton 
Ave., Milwaukee. 

Gallagher Film Service, Green Bay. 
Also 639 N. 7th St., Milwaukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Milwau- 
kee 12. 


WESTERN STATES 


, 


* CALIFORNIA + 


Donald J. Clausonthue, 
Craig Ave., Altadena. 
Donald Reed Motion Picture Serv- 
ice, 8737 Wilshire Blvd., Beverly 

Hills. 

Camera Craft, 6764 Lexington Ave., 
Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 

Hollywood Camera Exchange, 1600 
N. Cahuenga Blvd., Hollywood 28. 

A-l Taking Picture Service, go: 
W. 18th Street, Los Angeles 15. 

Craig Visual Aid Service Co., 1053 
S. Olive St., Los Angeles 15. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

Carroll W. Rice, 19 Estrella Ave.. 
Piedmont, Oakland 11. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 351 Turk 
St., San Francisco 2. 


1829 N. 


TO LOCATE 


Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San Fran- 
cisco 4. 

C. R. Skinner Manufacturing Co., 
292-294 Turk St., San Francisco 2. 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 

Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L. A. County. 


* COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


*IDAHO- 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. gth, Boise. 
Williams Photo Service, 1007 Main 
St., Boise. 
*OKLAHOMA =: 
Vaseco, 2301 Classen, Oklahoma City 
6. 
H. O. Davis, 522 N. Broadway, Okla 
lahoma City 2. 
Kirkpatrick, Inc. 
1634 S. Boston Ave. 
Tulsa 5. 


* OREGON + 

Cine-Craft Co., 1111 S. W. Stark St., 
Portland s. 

Ideal Pictures Corp., 915 S. W. 
roth Ave., Portland 5. 

Moore’s Motion Picture Service, 
506-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS « 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 Young 
St., Dallas. 

The Educational Equipment Co., 
David F. Parker, 1909 Commerce 
St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

National-Ideal Pictures, 2024 Main 
St., Dallas. 


Visual Education, Inc., 12th at La 
mar, Austin. Also, 602 N. St. Paul 
Dallas 1; 1012 Jennings Ave., Fi 
Worth; 3905 S. Main St., Houston + 


* UTAH > 
Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 
Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 1o. 
Ideal Pictures, #10 Post Office Place, 
Salt Lake City 1. 
* WASHINGTON - 
Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Rarig Motion Picture Co., 
East 1511 Third Ave., Spokane. 
* HAWAII « 
Ideal Pictures, 1370 S. Beretania St., 
Honolulu, T. H. 


Motion Picture Enterprises, |21 S. 
Beretania Honolulu, I. H. 


CANADA 


General Films Limited 
Head Office: 
1534 Thirteenth Ave., Regina, Sask. 


Branches: 

10022 102nd St., Edmonton, Alta. 

1396 St. Catherine St., Montreal. 

760 Main St, New 
Brunswick. 

Branch, 175 Water St., St. John’s, 

Nfld. 

156 King St., West, Toronto, Ont. 


Moncton, 


535 W. Georgia St., Vancouver, 
5. <. 
810 Confederation Life Bldg., Win- 
nipeg, Man. 
Arrow Films Limited, 1115 Bay 
St., Toronto 5, Ontario. 
Also: 1540 Stanley St., Montreal, 
Quebec. 
H. de Lanauze, 1027 Bleury St., Mont 
real, Quebec. 


Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 
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THE BEST IN 


BUSINESS AND INDUSTRIAL FILM USERS PLEASE NOTE: 
There’s a Competent Audio-Visual Specialist 
for Equipment, Films & Service in Your Town! 

Your Local Audio-Visual Dealer Offers 

A Specialist’s Interest in Your Problems! 

NATIONAL 

OF VISUAL EDUCATION DEALERS 


DIRECTORY 
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-- LENSES-- 


BARGAIN SPECIALS 
for use on 


EYEMO 
CAMERAS 


SOLD ON 
15 DAY 
TRIAL 
BASIS 
























































































ORDER DIRECT FROM THIS LIST 
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in. mm ture DESCRIPTION Price 
FOR 35mm CAMERAS 
I 25 P:4.5 BELI HOWELL WIDE ANGLI 
in tocusing mount tor Eyer ( 4.5 
I 25 F:2.3 KINAR WIDE ANGLE in focusing 
mount for Eyem ( 
2 F:1.8 ASTRO PAN TACHAR f sing 
mount for Eyen ( Lenskoted 19 
2 5 F:1.s HUGO MEYER PRIMOPLAN f 
focusing mount for Mitchell or 
B & H Professional, Le 5 
4 I SCHNEIDER XENON in focusing 
mount for Eyem Lenskoted 8 
; 7 I ASTRO PAN TACHAR in focusing 
mount for Eyen 279 
: t COOKE KINIC in f sng 
for Bell & Howell Professional 119.5 
; Fit HUGO MEYER PRIMOPLAN 
focusing mpunt for Mitchell 
Bell & Howell Professional 
Lenskoted 199.5 
34 5 F 8 ERNEMANN ERNOSTAR i 
ing mour for Eyen ( 
Lenskoted 
5 1 I SCHNEIDER XENON i f ing 
mount for Eyemo ‘' Lenskoted 325 
6 15 F:1.8 ASTRO PAN TACHAR in focusing 
mount for Eyem« Lenskoted 445 
i I 3 ASTRO PAN TACHAR in focusing 
mount for Eyemo *"( Lenskoted 3 
6 15 I 7 BAUSCH & LOMB BALTAR in focus 
ing mount for Bell & Howell Pr 
fessional, Lenskoted 219.5 
8 F:2.3 ASTRO PAN TACHAR focusing 
mount for Eyer Camera 
Lenskoted 43 
1 25 F:4.5 BELL & HOWELI ANASTIGMAT 
in focusing mount for Eyem ( 
Lenskoted 
FOR 8mm CAMERAS 
is 3 F:3 BAUSCH & LOMB TELEPHOTO in 
focusing mount for 8mm $ 30.5 
rhs 35 P34 KODAK CINE ANASTIGMAT i 
focusing mount for 8mm K 
stone, Revere, Bolex H-8, et 3¢ 
FOR 16mm CAMERAS 
1 ; F:2.8 CARL ZEISS TESSAR 
mount for 16mm 84.5 
138 4 I CARL ZEISS BIOTAR in focusing 
mount for 16mm 87.5 
3 Pit HUGO MEYER KINO PLASMAT 
in focusing mount for 6mrn 
Lenskoted 242.5 
6 15 F:4.5 DALLMEYER TELEPHOTO in focus 
ing mount for 16mm 4.5 





Sold on 15 day trial basis. Many others avail- 
able. Write for Lens List BS9. Will buy your 
surplus lenses and cameras for cash. Tell us 
what you have! 


BURKE & JAMES, INC. 


Photo Supplies Since 1897 
321 So. Wabash Ave., Chicago 4, Ill. 






































TRANSLUCENT 


SCREENS 


for 


REAR PROJECTION 


All Screens Made to Order 


Sizes iaelin ] 


TELEVISION 


pwc 


MS 
MOTION PICTURES 





Tale) 


30x 60 feet 


750 S$. Wabash Ave. 
CHICAGO, ILLINOIS 


Teltielg-mmie) 


ler 


per 


CATERPILLAR FILMS 


(CONTINUED FROM PAGE TWENTY-TWO) 
picture program at “Caterpillar” planned 
wisely and well. Movies could be used to bring 
every type of job to life, thus permitting pros- 
pects and owners to see with their own eyes 
exactly what our machines accomplished on 
many 
pictures were to be primarily demonstrations 
of what our machines could do on the pros- 
pective owner's job. This has made the prob- 
lem very simple and given us a definite target 
In all the intervening years it 
has never been changed. In that time “Cater- 
pillar’ has produced several hundred films. 
Not one of them has had a plot, not one of 
them has followed the Hollywood pattern, 
not one of them has sought or been released 
for “national distribution.” 

Che great majority of them have been shot 
by oul cameramen from outlines o1 
scripts prepared in the advertising department 
and distribution has been obtained largely 
through the “Caterpillar” dealer organization. 
Since we have no recording studio or labora- 


classes of work. In short, our motion 


to shoot at. 


own 


tory, the only outside service we need to pur- 
chase is the original sound track and the 
prints. 

That 
doesn't mean it would work for everybody. 
Obviously you wouldn't plan the same kind 
of a movie program for a product like flour or 
shaving cream as you would for Diesel trac 


It's simple, but it works —for us. 


tors, engines and earthmoving equipment. 
Movies Must Fir Propuci 

Our problem is to help sell a rather rapidly 
expanding line of these machines to a market 
that has never been very large numerically. 
Ihe machines themselves are far too large to 
carry in a brief case and it’s generally a long 
way between important jobs. So the motion 
picture is one important answer to this sales 
problem and it’s an answer that we keep on 
using year after year. 

Apparently you never get to the end of the 
story, for new methods, new equipment, new 
models make more and more movies necessary. 
Now and then we run into a problem that is 
beyond our production facilities. Then we 
farm the whole job out to a recognized pro- 
ducer. Sometimes we produce a film we feel 
sells an idea rather than our merchandise and 
therefore interest to a wider audience 
than that which we ordinarily seek—our own- 
ers, prospects and dealer organization. An 
example of this is the current production 
“Highways. Ahead” in which we attempt to 


is of 


analyze the nation’s postwar highway prob- 
lem. But most of our pictures continue to do 
straight selling job. 


While we are convinced that this simple 





Projection Service 
LOS ANGELES AREA 


A personally supervised I6mm projection service 
within a 25 mile radius of Los Angeles for showings 
to sales and dealer meetings, clubs, lodges, churches 
and schools, one time or contract. Good equipment, 
professional operation. Information and rates on re- 
quest. 


A-1 TALKING PICTURE SERVICE 
901 W. 18th St., Los Angeles 15, Calif. 
PRospect 6-9520 














formula is sound, we are constantly trying to 
get new slants, new techniques, new audience 
appeal. Today all pictures are in kodachrome 
rather than black and white. With the aid of 
the studio, we go in for background music to 
add to the mood of the story the narrator is 
telling. In many cases optical effects have 
replaced straight cuts and occasionally a bat- 
rel title or a montage is used to dress up the 
film. 


95% oF DrALerRs HAVE PROJECTORS 


But there is still no cast, no credit titles, 
no plot, no “Hollywood.” And it continues 
to work. Ninety-five percent of our dealers in 
the United States and Canada have their own 
sound projectors and most of these have per- 
manent projection rooms in their places ol 
business. Nearly fifty percent of our export 
dealers are now equipped to show our films 
and this figure will be materially increased 
when orders now pending are filled. All this 
has been done without pressure or promotion 
because motion pictures sell themselves to 
dealers for the simple reason that they sell 
goods to customers, In many, many cases they 
quickly and surely provide the final answer to 
the last important questions the customer has 
before putting his name on the dotted line. 
They show him what machines 
will do on his job and by so doing they speed 
up selling and reduce its cost—which is the 
same job they've been doing for us since the 
days of World War I. No wonder we're con- 
vinced they are here to stay. ® 


exactly our 





TED NEMETH STUDIOS 


729 SeventH AVENUE 
NEW YORK, N. Y. 


Producers of 
MOTION PICTURES - SLIDEFILMS 











PROTECTION 
FOR MOVIE FILM 
against 
WEAR ... OIL 


WATER 
CLIMATE 
SCRATCHES 


& 


ONE 
12/ TREATMENT 
y LASTS 
THE LIFE 
OF THE 
FILM 


ASK YOUR DEALER 
VAPORATE CO.,Inc. BELL & HOWELL CO. 


130 W. 46th St. 180! Larchmont, Chicago 
New York City 716 N. Labrea, Hollywood 


FINGER- 























, a find few stronger loyalties than 
those a youngster has. To him, his bike. . . his bat 
.. . his brand of candy bar’s “‘the best.”’ 

(And woe betide detractors!) 

To win those young folk over to your product — 
now and for the future—the most effective medium 
is films. 


Films speak the language they understand and 
appreciate; pictures, plenty of action, true-to-life 
color and dialog. With these, you can tell an excit- 


ing, persuasive product story—one that makes a 
lasting impression . . . and friends. 


Now’s the time to cultivate tomorrow's customers. 


Schools today are most receptive to films that inform 
about a product or process or industry. To make 
friends with this ready-made audience of future 
customers, plan a motion picture or slide film. Plan 
it now—for the great advances in technics of film 
production, projection, and distribution are all in 
your favor ... and the help of a commercial film 
producer is easily obtained. 


Eastman Kodak Company, Rochester 4, N. Y. 


Business Filmes 


another important function of photography. 








Economy 


Small packages with vigorous possibilities 
can be produced with the least demands on 
your time and money—also economizing the 


time of those people whom you wish to have 


see the picture as you see it—when presented 


in the form of motion pictures or slide films. 


JAM HANDY 
Oona 


— for Economy 





VISUALIZATIONS + TRAINING ASSISTANCE «+ SLIDE FILMS «+ INDUSTRIAL MOTION PicTURE: 





NEW YORK 19* WASHINGTON, D.C. PITTSBURGH 19 DETROIT 11* DAYTON 2 CHICAGO 1 LOS ANGELES 28 


*Production Centers 





